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ABSTRACT 
Introduction 
Cultural variations have significant impact on the way people view the world and that 
these views ultimately affect their behaviour (Shweder, 1991, Manstead, 1997). Last 
two decades have witnessed an increasing amount of consumer behaviour research 
across cultures (Sojka & Tansuhaj, 1995). More significantly, many studies conducted 
in national and international settings have succeeded in establishing links between 
cultures and various aspects of consumer behaviours. Research by Bristow and Asquith 
(1999), Gurhan-Canli and Maheswaran (2000), Chudry and Pallister (2002) and de 
Mooij and Hofstede (2002), to name a few, all revealed that consumers from different 
cultural backgrounds express certain significant differences of their own, which may 
warrant differential marketing efforts. Yet due to diversity in race, nationality, religious 
values, geography and customs, it has become increasingly difficult for marketers to use 
the same marketing mix strategies for all consumer groups (Cui, 1997). 
Consumer Decision iVIaking Process for Dairy Products 
Food purchase behaviour has been considered as habitual to low involvement purchase. 
Milk products like fresh milk, milk powder yogurt, cheese, butter are also under food 
purchase behaviour but we have followed the five stage model and have tried to study 
various stages that could be relevant to purchase decision making process. This 
included study of consumer purchase behaviour, frequency of consumption, occasion of 
consumption, factors influencing alternative search in terms of various product 
attributes, outlet choices, and concern for food safety, trust on information sources and 
demographic profile. Need recognition or awareness has been studied in form of 
purchase frequency and consumption by members. 
Alternative search has been studied in terms of how consumer evaluates various 
criteria's like taste, nutrition, price, convenience, freshness, and packaging in decision 
making process is a part of the study. Various sources of information lil<e government, 
advertisements, doctors, and company sales person, super marlcets are analyzed in the 
research work to study which sources are trusted by consumer. Post purchase behaviour 
has been studies as consumer complain behaviour in terms of formal as well as informal 
complain behaviour. The formal complain behaviour has been studied in terms of 
consumer decision to either complain to sales person or concern authority and non 
formal complain behaviour in terms of negative word of mouth or keeping silent and 
doing no further purchase. 
Culture and International Consumer Behaviour 
Culture's influence on consumption and consumer behaviour has received some 
attention in the marketing and consumer behaviour disciplines, at the national and 
international level (Engel et al, 1995). According to de Mooij (2004), culture is the all-
encompassing force which forms personality, which in turn is the key determinant of 
consumer behaviour. The use of country as a surrogate for culture has been widespread 
in studies in marketing and other fields because nations provide a convenient approach 
to defining research units of analysis (Nasif, Al-Daeaj, Ebrahimi, & Thibodeaux, 1991). 
There are limitations to equating culture and country, given the inadequacy of political 
boundaries to capture the complexity of the concept of culture (Sheth & Sethi, 1977). 
Nevertheless, this practice has been deemed adequate and theoretically justified 
(Samiee & Jeong, 1994). The three cities namely Delhi, Colombo and Dhaka have been 
used to study the cross cultural behaviour of the three cultures. Regional affiliation 
approach was adopted for assessing culture. 
Objective of the Study 
According to Engel et al. (1995), consumer behaviour encompasses all the activities 
leading up to the acquisition, consumption and disposition of a product or service. This 
study is extension of the present knowledge available in dairy industry to examine the 
urban consumer behaviour in the purchase of selected dairy products across South Asia. 
Three south Asian countries selected for the study were India, Bangladesh, and Sri 
Lanka as representative of changing buying behaviour in the urban consumers of 
respective countries. The broad objective of the research work was to empirically study 
various dimensions of consumer behaviour in the purchase of selected dairy products 
across India, Bangladesh and Sri Lanka. The specific objective has been to listed below. 
1. To generate a demographic profile of consumers buying various dairy products 
across culture. 
2. To study the frequency of purchase and consumption pattern for the selected 
products considered for study. 
3. To study consumer evaluation of various product attributes like taste, nutrition, 
price, convenience, freshness, packaging in the consumer decision making 
process. 
4. Study of influence of various products attributes like package-design, price, 
functional information on label, brand name, taste and flavour, country or 
place of origin on consumer purchase of a new dairy products across the three 
countries. 
5. Study of factors influencing market outlets selection for considered dairy 
products across the three countries. 
6. Study the food safety aspect and differences in consumer concerns for various 
health issues related to consumption of milk and dairy products. 
7. Study post purchase behaviour differences across culture in terms of consumer 
complain behaviour in terms of formal and non formal complain. 
Rationale for Product Selection 
The product selected namely fresh-milk, milk powder, yogurt, cheese and butter have 
been part of diet of a consumer of every day purchase and these products form a major 
part of consumer spending on house hold food consumption. They are consumed by 
most of the members of the family and are also influenced by a family disposable 
income, variety of products, age of the family members, numbers of family members, 
number of children in family, issues like food safety, outlet patronage. Dairy products 
should provide an insight to consumer purchase decision in regard to food items. All the 
products were selected from industry point of view as well from nutritional point 
because the Governments are trying to increase consumption of these products. 
Hypotheses 
For the purpose of achieving the objectives of the study hypotheses were presumed. 
These were formed on the basis of specific products, the stages of the decision making 
process and the issues involved in the purchase of each product. The hypotheses are 
generated based on extensive review of literature as well as gaps identified by the 
researcher. 
Hoi: Significant differences do not exist among groups studied in ttie ttiree cities in terms of wtio 
sf)ops in family for dairy products 
l-io2'. Significant differences do not exist among tfie groups studied in ttie ttiree cities in terms of 
frequency of purcfiase of dairy products. 
Ho3: Significant differences do not exist among tfie groups studied in tfie ttiree cities in terms of 
selection criteria (product attributes). 
Ho4- Significant differences do not exist among tfie groups studied in the ttiree cities in terms 
consumption of dairy products. 
Hos. Significant differences do not exist among ttie groups studied in the three cities in terms 
occasions of consumption. 
i-toe'. Significant differences do not exist among the groups studied in the three cities in terms of 
outlet choice. 
HOT: Significant differences do not exist among the groups studied in the three cities in terms of 
trust attached to various information sources. 
Ho8. Significant differences do not exist among the groups studied in the three cities in terms 
health concerns. 
Hog: Significant differences do not exist among the groups studied in the three cities in terms of 
complaint behaviour 
The Research Design 
This four year study was formally proposed in Oct 2004. After extensive review of 
relevant literature, research hypotheses were developed for empirical testing. The 
research instrument (Appendices 1) consisted of structured questionnaire and the 
respondents were required to fill in the relevant option. Direct consumer survey with, a 
pre-tested schedule and questionnaire was used to collect primary data from the 
suggested 500 respondents across the consumers of three capital cities of India, 
Bangladesh and Sri Lanka. The questionnaire were designed in both English and 
relevant vernacular language. Post Pilot study, only questionnaire in English were 
administered as most of the consumers were from higher socio -economic group as well 
as highly educated. The respondents were largely selected from urban population of the 
city (Delhi, Colombo and Dhaka) to maintain homogenous sampling. Convenience 
sampling has been used for this research work. The respondents were carefully chosen 
so that they belonged to the middle to higher socio-economic classes (SEC) in order to 
ensure that the sample had similar representation in terms of respondent profile. Delhi 
was divided into 9 zones, Dhaka was divided into 7 zones and Colombo into 15 zones 
for sampling. Sub Area were randomly selected from zones and then a list of localities 
was made of that area and households were randomly picked up for study.From the 
fieldwork, about four hundred and eighty five usable questionnaires were secured for 
analysis. 
Sampling Method: The three-stage area sampling involves the following steps 
(Kinnear e/.o/, 1996): 
> Segment a total geographic area of interest (e.g. city or state) into sub-areas (e.g. 
Countries or districts); 
> Select a few of the sub-areas randomly; and 
> Study a sample of units randomly selected from each sub-area. 
The respondents were largely selected from urban population of the city especially from 
Delhi and Dhaka to maintain homogenous sampling. 
Data Analysis: The data was processed by using SPSS software version 13.0 leading to 
appropriate descriptive statistical analysis. Data analysis starts with profile of the 
sample. A preliminary screening of the data reliability and validity tests were carried 
out. Researcher has used Cross-tabulation, Chi-Square test, one way ANOVA and 
Kruskal Wallis H Statistics Test statistics. For the purpose of ascertaining where the 
significant difference lies in the responses, Mann-Whitney test and Scheffe Multiple 
Comparison Test are used. 
Content Validity of the Data: In this study, the content validity of the measurement 
instrument was assessed by asking a few experts to examine it and provide feedbaci< for 
revision. In addition, during the translation and pilot test, each item statement was 
examined for its clarity and relevance to the purpose of the research, which resulted in 
some modifications to the questions. 
Reliability Results of the Data: Based on literature, in this study, an alpha value of 0.6 
was set as a cut-off point for the acceptance of the measure for the rating as where we 
used likert scales. The questions on consumer trust and product attribute are on Likert 
like rating scale and Cronbach's alpha was computed using SPSS method and the alpha 
value was found to be in between 0.65 to 0.82. 
Analysis & Findings 
1. Actual Shopper for Dairy Products 
Purchase of dairy products is mainly done by both husband and wife together (Colombo 
(41%), Dhaka (37.4%) and Delhi (28%)). Husbands are less likely to purchase in Delhi 
compared to Colombo and Dhaka. Significant differences were observed among 
husbands and both husband & wife as shopper among three samples. There were no 
differences between shopping behaviour of wife, family and others across the samples 
Table 1: Analysis of Actual Shopper by Chi-square Test 
Actual Shopper 
Df 
Chi- Square 
Sig 
S/NS 
Husband 
2 
36.738 
.000 
S 
Wife 
2 
3.908 
.142 
NS 
Both 
2 
7.479 
.024 
S 
Family 
2 
0.190 
.663 
NS 
Others 
2 
4.969 
.083 
NS 
S=Significant value atp=0.05; NS=Non-Significant value atp=0.05 
The above analysis and the y^ value of 54.303 (df= 8, p<0.05) establishes that there 
exists a difference in the actual shopper in the family for shopping of dairy products 
across samples. Thus, the null hypothesis Hoi stands rejected. We further analyzed the 
differences and found that there is a significant difference in between respondents of 
Delhi and Colombo x^(17.086,df=4,p<0.05),between Delhi and Dhaka x^  (47.884, 
df=4p<0.05) but not between Colombo and Dhaka x^(8.824,df-4,p>0.05/ 
2. Frequency of Purchase of Dairy Products 
The frequency of purchase of low fat milk was then reclassified into three levels: high, 
medium and low. The Kruskal Wallis H was used to test any significant differences 
between the samples and Mann Whitney U test was used to compare these pairs of 
differences. Kruskal Wallis H test indicated a significant difference between the groups 
on the measure of frequency of purchase of low fat milk, full fat milk, milk powder, 
cheese, yogurt, butter and hence the hypothesis was rejected. 
Frequency of Purchase of Low fat Milk: Frequency of consumption low fat milk was 
found to be higher in India than to Colombo and Dhaka respondents and both Colombo 
and Dhaka respondents describe themselves as closer to each other in frequency of 
purchase of low fat milk and hence their consumption frequency may be regarded as 
similar. 
Frequency of Purchase of High Fat Milk: High fat milk is quite popular in terms of 
consumption as a significant number (73.1%) of Delhi consumer's purchase high fat 
milk. Colombo consumers rarely or only sometimes buy high fat milk. Similar 
behaviour is observed about Bangladesh respondents. About half of respondents 
reported high frequency of purchase (daily or weekly purchase while other half reported 
low frequency of purchase (sometime or rarely). 
Frequency of Purchase of Milk powder: Finding suggests that Dhaka respondents 
have higher frequency of purchase followed by Colombo respondents while Delhi 
respondents reported low frequency of purchase in general. This indicates low milk 
powder consumption in Delhi. Dhaka, majority of households like to buy milk powder 
either daily or weekly. Respondents in Delhi and Colombo reported higher preference 
for fortnightly to monthly purchases of Milk powder. 
Frequency of Purchase of Yogurt: Yogurt seems to be generally popular in terms of 
consumption across the culture of India and Sri Lanka. Findings suggest very similar 
pattern of purchase (daily or weekly basis). Households in Delhi and Colombo show 
higher frequency of purchase. Findings suggest that they like to purchase yogurt on 
weekly or daily basis. Dhaka household show a little less frequency of purchase of 
yogurt as they like to buy yogurt on fortnightly or monthly basis. Availability and 
infrastructure may be the factors preventing purchase of yogurt on daily or weekly basis 
in Dhaka city. 
Frequency of Purchase of Cheese: Cheese being expensive the trend is to have it 
either fortnightly or at least monthly. The findings suggest that Delhi, Colombo and 
Dhaka respondents buy cheese fortnightly to monthly. 
Frequency of Purchase of Butter: Delhi respondents show higher frequency of 
purchase of Butter while both Colombo and Dhaka household show medium frequency 
of purchase of Butter. Colombo and Dhaka respondents are reported to purchase Butter 
on fortnightly to monthly basis. These findings suggest that both Colombo and Dhaka 
respondents describe themselves as closer to each other in frequency of purchase of 
Butter. 
Table 2: Frequency of Purchase by Kruskal Wallis H Statistics 
Respondents 
Delhi 
Colombo 
Dhaka 
KW 
P value 
S/NS 
Low 
Fat 
Milk 
285.30 
172.54 
191.96 
80.012 
.000 
S 
Full 
Cream 
Milk 
278.29 
180.69 
203.98 
59.386 
.000 
S 
Milk 
Powder 
178.43 
297.79 
374.19 
183.907 
.000 
S 
Yogurt 
259.62 
263.85 
173.94 
38.305 
.000 
S 
Cheese 
258.79 
243.00 
197.39 
17.374 
.000 
S 
Butter 
288.44 
190.85 
164.41 
91.024 
.000 
S 
Interpretation 
B>L>F>Y>C>M 
M>Y>C>B>F>L 
M>F>C>L>Y>B 
S=Significant value atp=0.05; NS=Non-Significant value atp=0.05 
3. Comparative Analysis of Product Attributes, Influencing Purchase 
Decisions of Branded Dairy Products 
Six product attributes that may have influences on the purchase behaviour were 
analysed by one way ANOVA for significant differences followed by Scheffe for 
further analysis. Six product attributes namely: taste, nutrition, price, convenience, 
home made, freshness and packaging were considered. An analysis of variance 
indicated a significant difference between tiie groups on the measure of taste, nutrition, 
price, convenience, home made, freshness and paci<aging attribute and hence the 
hypothesis H03 was rejected. 
Delhi: Based on the mean scores of six product attributes by one way ANOVA, 
Nutrition, freshness and taste were the top three product attributes followed by 
convenience, homemade, price and packaging that respondents rated to be the key 
influencing attributes for purchase decision. Packaging was the least important attribute 
for dairy product. 
Colombo: Based on the mean scores of six product attributes by one way ANOVA, 
freshness, nutrition and convenience were the top three product attributes followed by 
homemade, taste, price and packaging that respondents rated to be the key influencing 
attributes for purchase decision. Packaging was the least important attribute for milk 
dairy product. 
Dhaka: Based on the mean scores of six product attributes by one way ANOVA, 
freshness, taste and price were the top three product attributes followed by nutrition, 
homemade, convenience and packaging that respondents rated to be the key influencing 
attributes for purchase decision. Packaging was the least important attribute for milk 
and dairy product. 
4. Consumption of Dairy Products in Family 
The research was focused to understand as who consumes dairy products in a family. 
To know If products are bought as per family members need or were for consumption 
by all members. The analysis by chi square for each occasion, established that there are 
significant differences between the preference for dairy products during breakfast, 
lunch, dinner, among consumers of Delhi, Colombo and Dhaka. Thus, the null 
hypothesis H05 was rejected. Some of the key highlights are described below: 
Low Fat Milk: More than half of respondents reported that low fat milk is largely 
consumed by all family members across the three samples and was not specific to need 
of a particular member of family. The percentage of "Only Adults" consuming low fat 
milk in Delhi and Colombo is sizable, indicating trends in families where low fat milk is 
consumed by only adults. This could be because of the high fat content of milk and 
related health concerns. 
High Fat Milk: Majority of respondents of Colombo and Dhaka reported full fat milk to 
be consumed largely by all the members of family indicating little concern for high fat 
in milk. While about fifty percent respondents in Delhi reported that full fat milk is 
consumed by all members of family. A large section of the respondents in Delhi 
reported that milk is consumed by children. All members of family consume high fat 
milk across the three samples, while there is a trend in Delhi to buy milk only for 
children or teenager consumption. 
Table 3: Summary of Results for Differences 
Purchase 
Dimension 
Frequency 
of Purchase 
(Dairy 
Products) 
Hypothesis 
Ho2a:Significant differences do 
not exist among the groups 
studied in the three cities in 
terms of frequency of 
purchase of Low-fat milk 
Ho2b:Significant differences do 
not exist among the groups 
studied in the three cities in 
terms of frequency of 
purchase of Full-fat milk 
Ho2c:Significant differences do 
not exist among the groups 
studied in the three cities in 
terms of frequency of 
purchase of Milk-powder 
Ho2d:Significant differences do 
not exist among the groups 
studied in the three cities in 
terms of frequency of 
purchase of Yogurt 
Ho2e:Significant differences do 
not exist among the groups 
studied in the three cities in 
terms of frequency of 
purchase of Cheese 
Ho2f:Significant differences do 
not exist among the groups 
studied in the three cities in 
terms of frequency of 
purchase of Butter 
. in Frequency of Purchase of Dairy Products 
df;P 
value 
df=2; 
P<0.05 
df=2: 
P<0.05 
df=2; 
P<0.05 
df=2; 
P<0.05 
df=2; 
P<0,05 
df=2; 
P<0.05 
K-WH 
Test 
80.01 
59.38 
183.90 
38.30 
17.37 
91.02 
S/NS* 
S 
S 
S 
S 
S 
S 
Hyp. 
R 
(Ho2a) 
R 
(Ho2b) 
R 
(Ho2c) 
R 
(Ho2d) 
R 
(Ho2e) 
R 
(Ho2f) 
Freq. of 
Purchase 
D>Dh>C 
D>Dh>C 
Dh>C>D 
C>D>Dh 
D>C>Dh 
D>C>Dh 
S=Significant value atp=0.05; NS=Non-Significant value a(p=0.05; R=Rejected; Hyp. =Hypothesis 
Yogurt: In Delhi findings suggest that yogurt is consumed by all members and is not 
specific to any particular age group. In Colombo yogurt is largely bought for 
consumption by all family members though 25% of the respondents families buy yogurt 
specifically for children consumption. Similarly majority of the household buy for 
consumption by all members followed by families where it's consumed largely by 
teenagers. 
Table 4: Product Attributes Influencing Purchase: One way ANOVA 
Respondents 
Taste 
Nutrition 
Price 
Convenience 
Homemade 
Freshness 
Packaging 
Delhi 
4.0733 
4.4770 
3.5405 
3.7037 
3.6266 
4.2957 
3.5267 
Colombo 
3.4487 
3.9083 
3.2900 
3.8726 
3.5761 
4.0900 
3.2732 
Dhaka 
4.1313 
3.7273 
4.0606 
3.1717 
3.5758 
4.4747 
2.7576 
F value 
12.647 
24.357 
10.837 
13.832 
.109 
4.661 
14.753 
P value 
.000 
.000 
.000 
.000 
.897 
.010 
.000 
S/NS 
S 
S 
S 
S 
NS 
S 
S 
Rank 
Dh>D>C 
D>C>Dh 
Dh>D>C 
C>D>Dh 
D>C=Dh 
Dh>D>C 
D>C>Dh 
S=Significant value atp=0.05; NS=Non-Significant value atp=0.05 
Cheese: More than half of the respondents reported that cheese is consumed by all 
members of the family indicating that the cheese is not for any specific family member. 
In Colombo cheese is often consumed by children while in Dhaka a section reported 
that cheese is only consumed by teenagers. 
Butter: Majority of the respondents in Delhi reported that butter is consumed by all 
members of the family indicating wide and well acceptability of the product. In 
Colombo and Dhaka about half of the respondents reported that butter is bought and 
consumed by all members. In Dhaka about 30% of families or household respondents 
reported that butter is consumed only by adults while in Colombo 20% of families buy 
butter only for children consumption. 
5. Product Preferences at Different Occasion 
Occasion of consumption for low fat milk, full fat milk, milk powder, yogurt, cheese 
and butter was studied. Five occasions namely breakfast, lunch dinner, special occasion 
and snacks time were cross tabulated with products. Chi-square test was used to test any 
differences among samples. The analysis above and the x^  value for each occasion 
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established that there exists a significant difference in the preference for dairy products 
at brealifast, lunch, dinner, snacks, outside home, special occasions among respondents 
of Delhi, Colombo and Dhaka. Thus, the null hypothesis Ho6 was rejected. 
Breakfast: There are significant differences in consumption among the three 
respondent groups. Among Delhi respondent's, majority prefer to have combinations of 
products. Mostly the combination comprised of butter, fresh milk and yogurt. Colombo 
respondents prefer to have milk powder and one or more products while majority of 
Dhaka respondents reported to milk powder and butter consumption are the key 
products consumed at breakfast. Milk powder consumption during breakfast is quite 
different to Delhi breakfast pattern. 
Lunch time: Though there are significant differences in the consumption pattern at 
lunch time, yogurt is the most preferred dairy product among respondents of Delhi, 
Colombo and Dhaka. Dhaka respondents also have preference for cheese at lunch time. 
Dinner: There are significant differences in consumption among the three respondent 
groups. Delhi Respondents reported to consumer more of yogurt, cheese. Consumption 
of one or more products (combinations) and having fresh milk (full cream and low fat 
milk) is also high. Colombo respondents prefer to have yogurt at dinner while majority 
of Dhaka respondents reported to prefer having fresh milk. 
Snacks time: There are significant differences in consumption among the three 
respondent groups. Delhi respondents reported to consumer more of fresh milk and milk 
powder. Colombo respondents prefer to have milk powder, fresh milk at snacks time 
while majority of Dhaka respondents reported to prefer having milk powder. Clearly the 
usage is linked to having tea and coffee and fresh milk or milk powder is the 
complementary products. 
Home/Office/School; There are significant differences in consumption among the three 
respondent groups. Among Delhi respondents there was no clear-cut preference as 
respondents reported to have almost all the products but still the preference is for milk 
powder, cheese and consumption of one or more products. Colombo respondents prefer 
to have yogurt & milk powder while i lajority of Dhaka respondents reported to prefer 
having milk powder and cheese while ."Jtside home. 
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Table 5: Summary of Results for Differences in Occasions of Consumption of 
Dairy Products 
Purchase 
Dimension 
Occasion of 
Consumption 
(Dairy 
Products) 
r. 
l-lypothesis 
Ho5a: Significant differences 
do not exist at Breai<fast 
among the groups studied in 
the three cities. 
Ho5b:Significant differences 
do not exist at Lunch among 
the groups studied in the 
three cities. 
Ho5c'- Significant differences 
do not exist at Dinner 
among the groups studied in 
the three cities. 
Ho5d: Significant differences 
do not exist at Snacl<s time 
among the groups studied in 
the three cities 
Ho5e: Significant differences 
do not exist when outside 
home among the groups 
studied in the three cities 
Ho5f: Significant differences 
do not exist on special 
occasions among the 
groups studied in the three 
cities 
df,P 
value 
df=M; 
P<0.05 
dM2\ 
P<Q.05 
dM2; 
P<0.05 
dM2; 
P<0.05 
dM2; 
P<0.05 
dM2: 
P<0.05 
Chi-
Square 
256.1 
61.7 
176.5 
97.2 
95.6 
201.1 
S/NS* 
S 
S 
S 
S 
S 
s 
l-lypothesis 
Rejected 
(Ho5a) 
Rejected 
(Ho5b) 
Rejected 
(Ho5c) 
Rejected 
(Ho5d) 
Rejected 
(Ho5e) 
Rejected 
(Ho5f) 
S=Significant value at p=0.05; NS=Non-Significant value at p=0.05 
Special Occasion: There are significant differences in consumption among the three 
respondent groups. Among Delhi respondents there was no clear-cut preference as 
respondents reported to have one or more products (combinations).Colombo 
respondents prefer to have yogurt & one or more products while majority of Dhaka 
respondents reported to prefer having yogurt, cheese and butter at special occasions. 
6. Outlet Choice for Dairy Products 
The aim was to understand outlet preferences for purchase of dairy products and to test 
for any significant differences in outlet choice outlet for the purchase of dairy products 
was catagorised into: "neighbourhood store", "super market", "company outlet", 
"others" and "no particular choice". The assumption was that products with low 
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involvement of purchase will generally have higher frequency of purchase and hence 
convenience should play an important role 
Convenience is a major factor for Delhi respondents. Majority of the respondents 
reported that "Neighbourhood store" is their preferred outlet choice for the purchase of 
dairy products. The next most preferred outlet was "Company outlets" followed by 
"Super markets." Penetration of neighbourhood market, wide choice of assortment, 
morning milk availability and fresh milk delivery in the morning makes the 
neighbourhood outlets dominate over super markets. Most of the households in 
Colombo prefer to buy from "Super markets" followed by "Neighbourhood stores". 
Dhaka respondents' preferred outlet for purchase of dairy products is "Super markets" 
followed by neighbourhood stores. The hypothesis (Hoe) was rejected as there were 
significant differences in outlet choice among the three respondent groups. Delhi 
respondents were significantly more likely to shop at neighbourhood stores and 
company outlets than to Colombo and Dhaka respondents. Similarly Colombo 
respondents were significantly more likely to shop at neighbourhood stores than to and 
Dhaka but in case of shopping at company outlet were not significantly difference to 
Dhaka respondents. Colombo respondents were significantly more likely to shop at 
supermarket stores than to Delhi. Similarly Dhaka respondents were significantly more 
likely to shop at supermarket stores than to and Delhi. 
Table 6: Summary of Results for Differences in Outlet Choice - Chi Square Test. 
Purchase 
Dimension 
Occasion of 
Consumption 
(Dairy 
Products) 
Hypothesis 
Ho6a: Significant differences do 
not exist among the groups 
studied in the three cities in 
terms of "Neighbourhood Store" 
as outlet choice 
Hoeb-' Significant differences do 
not exist among the groups 
studied in the three cities in 
terms of "Supermarkets" as 
outlet choice 
Ho6c: Significant differences do 
not exist among the groups 
studied in the three cities in 
terms of "Company Outlets" as 
outlet choice. 
df; P 
value 
Chi-
Square S/NS* 
df=2; 
P<0.05 
df=2; 
P<0.05 
df=2; 
P<0.05 
62.37 
282.53 
22.56 
S=Significant value atp=0.05; NS=Non-Significant value atp=0.05 
Hypothesis 
Rejected 
(Ho6a) 
Rejected 
(Ho6b) 
Rejected 
(Ho6c) 
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7. Trust on Information Sources 
Doctors (personal non-marketing source) were rated as the most trusted source of 
information about dairy products across tiie tiiree samples. Furtlier analysis by ANOVA 
suggested no significant differences on the respondents' level of trust for doctors and 
government while significant differences were found for supermarkets, sales person, 
advertisement and family and friends among Delhi, Colombo and Dhaka respondents. 
The hypotheses {Hoi) was rejected. For Delhi respondents next trusted were family and 
friends (personal -non-marketing source) followed 
Table 7: Trust on Information Sources: Mean Scores by ANOVA 
Trust on 
Super Market 
Sales Person 
Government 
Doctors 
Advertisement 
Family/Friends 
Delhi 
3.5434 
2.3566 
3.3601 
4.2133 
3.1294 
4.1155 
Colombo 
2.5641 
2.6436 
3.2100 
4.3300 
2.7800 
3.8700 
Dhaka 
3.8889 
2.0808 
3.1414 
4.2828 
3.2020 
3.9293 
F value 
42.778 
6.715 
1.447 
.692 
4.766 
3.771 
P value 
.000 
.001 
.236 
.501 
.009 
.024 
S/NS 
8 
S 
NS 
NS 
8 
S 
Rank 
Dh>D>C 
C>D>Dh 
D~C~Dh 
C~Dh~D 
Dh>D>C 
D>Dh>C 
S=Significant value atp-0.05; NS=Non-Significant value atp=0.05 
Similarly among Dhaka respondents, Doctors (personal non-marketing source) were the 
most trusted followed by friends and family sources. The super markets (non personal -
marketing Source) are rated as the third most trusted information source followed by 
advertisement (non-personal-marketing). The government (personal -non-marketing 
source) and sales person (personal -marketing source) are the least trusted sources. 
Information from sales person (personal -marketing source) was least trusted by Delhi 
and Dhaka respondents while Super markets (Non personal -Marketing Source) was the 
least trusted source of information among respondents of Colombo. 
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Table 8: Test of Hypotheses for Differences in Information Sources: ANOVA 
Purchase 
Dimension 
Trusted 
Sources of 
information 
(Dairy 
Products) 
Hypothesis 
Ho7a: Significant differences do 
not exist among the groups 
studied in the three cities in 
terms of "Super markets" as 
consumer trusted information 
Ho7b: Significant differences do 
not exist among the groups 
studied in the three cities in 
terms of "Sales Person" as 
consumer trusted information 
Ho7c: Significant differences do 
not exist among the groups 
studied in the three cities in 
terms of "Government sources" 
as consumer trusted information 
Ho7d: Significant differences do 
not exist among the groups 
studied in the three cities in 
terms of "Doctors" as consumer 
trusted information 
Ho7e: Significant differences do 
not exist among the groups 
studied in the three cities in 
terms of "Advertisements" as 
consumer trusted information 
Ho7e: Significant differences do 
not exist among the groups 
studied in the three cities in 
terms of "Family & friends" as 
consumer trusted information 
df;P 
value 
df=2; 
P<0.05 
df=2; 
P<0.05 
df=2; 
P>0.05 
df=2; 
P>0.05 
df=2; 
P<0.05 
df=2; 
P<0.05 
One way 
ANOVA 
F value 
42.778 
6.715 
1.447 
0.692 
4.766 
3.771 
S/NS* 
S 
S 
NS 
NS 
S 
S 
Hyp. 
Rejected 
(Ho7a) 
Rejected 
(Ho7b) 
Accepted 
(Ho7c) 
Accepted 
(Ho7d) 
Rejected 
(Ho7e) 
Rejected 
(Hon) 
S=Significant value atp=0.05; NS=Nan-Significant value atp=0.05 
8. Health Concerns 
Five major health concerns were analyzed and One way Analysis of Variance 
(ANOVA) was used to examine if the consumer of three cities differ significantly from 
each other in their levels of health concerns. The major health concerns were "high fat 
content", "pesticides residues", "adulteration", "hormones" and "bacterial 
contamination. An analysis of variance indicated a significant difference between the 
groups on the measure of concerns of fat content, pesticides, adulteration, hormones and 
bacterial contamination leading to rejection of hypotheses {Hos). Scheffe test was used 
for further analysis of the differences between the three samples. No differences were 
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found between Colombo and Dhaka for adulteration. No differences were found 
between Delhi and Dhaka for high fat content and hormones. Similarly no differences 
were found between Delhi and Colombo for bacterial contamination. 
Table 9: Test of Hypothesis by One Way ANOVA Test for Health Concerns 
Purchase 
Dimension 
Major 
Health 
Concerns 
(Dairy 
Products) 
l-iypothesis 
Ho8a: Significant differences do 
not exist among the groups 
studied in the three cities in 
terms health concerns due to 
"High Fat Content". 
Hosb: Significant differences do 
not exist among the groups 
studied in the three cities in 
terms health concerns due to 
"Pesticides Residues", 
Ho6c: Significant differences do 
not exist among the groups 
studied in the three cities in 
terms health concerns due to 
"Adulteration". 
Ho8d: Significant differences do 
not exist among the groups 
studied in the three cities in 
terms health concerns due to 
"Hormonal Residues". 
Hose: Significant differences do 
not exist among the groups 
studied in the three cities in 
terms health concerns due to 
"Bacterial Contamination". | 
df;P 
value 
df=2; 
P<0,05 
df=2; 
P<0,05 
df=2; 
P<0.05 
df=2; 
P<0.05 
df=2; 
P<0.05 
One way 
ANOVA F 
value 
18.558 
23.168 
13.183 
15.949 
14.372 
S/NS* 
S 
S 
S 
S 
S 
Hyp. 
Rejected 
(Ho8a) 
Rejected 
(Ho8b) 
Rejected 
(Ho8c) 
Rejected 
(Ho8d) 
Rejected 
{Ho9e) 
S=Significant value at p=0.05.NS=Non-Significant value atp=0.05; Hyp.=Hypothesis 
The respondents of Delhi were most concerned by adulteration in dairy products 
followed by concerns for bacterial contamination and concerns for pesticides. Next they 
showed concerns for hormones in the dairy products, while high fat content was of least 
concern to them. The Colombo respondents were more concern about bacterial 
contamination and adulteration. Next they are concerns of hormones in dairy products, 
followed by concerns for pesticides residues. High fat content was not of concern to 
them as well. Dhaka respondents were highly concern about high fat content followed 
by concern about Pesticides residues. Adulteration was next concern followed by 
concern for Bacterial contamination. Hormones in dairy products were of least concern. 
9. Formal and Non-Formal Post Purchase Complain Behaviour 
Formal and non-formal way of complain behaviour as a part of post purchase 
behaviour. The formal complain consisted of, 1) complaining to the sales person or 
manager and 2) complain to concern authority. While the non-formal complaint 
behaviour consisted of 1) keep quite and no future purchase 2) negative word of mouth 
in form of sharing the negative feelings with friends and family. Responses were 
clubbed into formal or non-formal complains behaviour to arrive at a better 
understanding of the post-purchase behaviour. Chi-square test was employed to test for 
any significant differences among the samples. The higher -^ value of 19.303 (df= 2, 
p<0.05) established that there exists a difference between the formal and non formal 
complain behaviour in regard to dairy products across the three cities. The null 
hypothesis H09 was rejected. In terms of analysis, Delhi respondents are largely reported 
to resort to formal complain behaviour as a reflection of un-satisfaction. Majority of 
Colombo respondents prefer "word or mouth" or non formal complain behaviour. In 
case of Dhaka consumers the distinction between the formal and non-formal behaviour 
practice is closer and respondents are likely to show either of the behaviour. In terms of 
comparative differences in the behaviour Colombo respondents were significantly more 
likely than Delhi and Dhaka respondents, to resort to informal or word of mouth 
complain behaviour, while there is no significant difference between Delhi and Dhaka 
respondents formal or informal complain behaviour. 
Marketing Implications 
The key specific marketing implications based on the study and being discussed ahead 
are presented in table 7.1.1. Low consumption of fresh milk in Colombo and Dhaka 
offers insight about consumer behaviour. Companies willing to spent time and efforts to 
build a suitable culture of m Ik drinking should work on a long term potential. Similarly 
the packaging has been rat ;d as least important. Lowering the cost of packaging should 
help in increasing the con'sumption of milk products by offering affordability in 
Colombo and Dhaka. Private and Government partnership should be encouraged to 
create infrastructure for dairy industry. 
For consumer insights, "freshness" is the key attribute across the three cities. Next, 
nutrition and taste are important for Delhi consumers and nutrition and convenience 
(supermarkets) are for Sri Lankan consumers. Dhaka consumer considers taste and price 
as key attributes after freshness. In Dhaka, both domestically made and imported 
products are sold making price an important factor. Higher population density in Dhaka 
makes supermarkets offer locational convenience unlike Colombo where convenience 
comes out as desired factor. Companies need to think of ways for delivering the 
products fresh (everyday morning delivery of fresh milk in Delhi) endorsing and 
communicating freshness. The yogurt category offers scope for marketers, due to its 
wider acceptance and increasing consumption. Marketers must examine the influence of 
taste, flavour and pack sizes for dairy products. A variety of products suitable to 
changing lifestyles e.g. probiotic and fat free yogurt, fruit yogurt may be targeted for the 
urban higher income strata. 
Convenience is a major factor and there is a distinguish outlet choice behaviour across 
the three cities. Consumes prefer to shop at neighbourhood store in India and 
supermarkets in Colombo and Dhaka city. Company outlets are very popular destination 
for Delhi. Penetration of neighbourhood market, morning milk availability and delivery 
only in the morning makes the neighbourhood outlets dominate. Marketing strategies to 
increase penetration or launch of new products in the market may be considered 
accordingly but care should be taken to also take into account the relationship of the 
retailer with the customer. 
Marketing firms may focus and use the relevant channels of communication for 
effective results. The research work indicated that the most trusted channel of 
information is Personal-Non marketer source. Doctors and Family and Friends are 
trusted the most. Worth of Mouth communication is a strong way of communication 
which is neglected by companies. Advertisements are less trusted across the samples. In 
Sri Lanka endorsement of Government should be done as people trust government. The 
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trust on Doctors is worth noting and this can be used to promote the health concepts of 
dairy products. 
Labeling offers a lot for differentiation as consumer pays a lot of attention to functional 
information. Similarly consumer health concerns can be addressed if it's endorsed on 
the label as well. 
The satisfaction or dissatisfaction about product will influence the consumer decision 
process for their next similar purchase and his choice of outlet or the product. 
Unsatisfactory experiences can encourage customers to patronize other stores and 
brands. Companies can expect verbal form of complain behaviour from Delhi 
consumers and negative word of mouth communication from Colombo consumers. 
For any Indian company launching its products into Sri Lanka or Bangladesh, it's 
important to understand the differences in the consumption pattern and consumption 
occasion, influence of various product attributes, outlet choice, sources of information, 
post purchase complain behaviour. Some of the marketing implications have been 
briefly discussed above. Fresh milk, milk powder and yogurt offer opportunities for 
overseas expansion. Milk powders offers export potential for companies unwilling to 
establish direct presence in the overseas market. Freshness, taste and price are the 
product attributes that need be considered while launching new or adjusting current 
products in Dhaka while freshness, nutrition and convenience are the major attributes 
for any products that should go into Colombo. This is especially important for products 
like butter and fresh milk to have a standardized taste suited to consumers. For product 
visibility, market share the distribution of products should target supermarkets in 
Srilanka and supermarkets and neighbourhood stores in Dhaka. Unlike Indian markets 
companies will not experience much verbal communication and hence very important to 
built up positive world of mouth communication for Indian products. The trust on 
Indian products should be build up by effective marketing communications using 
personal-no marketing sources like doctors and also with government 
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Limitations of the Study 
• The region being multilingual, multi-religious ad multi-regional countries, the 
samples drawn may not be representative of the entire population of India, Sri 
Lanka and Bangladesh and therefore caution need to be observed while 
extending the same to other parts of the country. The scope of the research is 
limited to dairy products and to the urban middle and upper middle class 
families living in three mega cities of Delhi, Colombo and Dhaka This 
demographic profile further restricts the generalisation ability of results. While 
attempts have been made to keep the demographic profile similar across the 
three cities, some of the factors needed standardization. 
• There is a need to broaden this research to include other dairy products. Products 
like yogurt or cheese are itself a category and more in-depth work can be 
undertaken to understand consumer behaviour. 
• Some of the limitation of the research reported here are due to the nature of 
research design and sample. Purposive convenience sampling, selection of area 
in the cities for data collection leads to restriction of the generalization -though 
not necessarily on the applicability -of the findings. 
• There is a possibility of respondent's bias from answering what he/she would 
like to or desires to purchase rather that what they actually buy. 
• The seasonality has big influences on the consumption as well as purchase 
decision process. For instance the requirement of yogurt increases in summers. 
Milk powder consumption goes up in winters in Dhaka. Delhi has both winters 
as well as summer while winters are not so apparent in Dhaka and Colombo. 
The study was done during a period of two years from March till October, every 
year so as to avoid the seasonality influence as much as possible. 
Although this study had a number of constraints, the research was successfully 
conducted. This success may be attributed to the development and application of a 
robust and flexible research design supported by valid and reliable research instruments 
that enabled the researcher to minimize the effects of the aforementioned limitations. 
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Future Research Directions 
As the geographical extent of this study was limited to capital cities of India, Sri Lanka 
and Bangladesh, in-depth study of other regions of the country would broaden our 
understanding of the purchase behaviour about dairy products. 
Most of the studies, including the present one are urban centric and focused on higher to 
middle income group. More studies can be taken to extend the income group and to 
include rural household in the city. 
The three cities considered for research have three main dominant religions namely 
Delhi- Hinduism, Colombo-Buddhism, Dhaka-Islam. Research can be further extended 
to understand the influence of religion (Sub culture) on buying behaviour. 
Each product may be treated as a category and more research be done to get consumer 
insights and understand consumer decision making process. 
Food safety is another area of research in relation to food purchase behaviour. Role of 
channel members can be further studied in relation to each product to establish the level 
of trust and the issues of food safety. Variety seeking behaviour for such low 
involvement food products may be undertaken. Perception of Country of origin can be 
undertaken as to see how consumers perceive same products coming from different 
production regions. Further studies can be undertaken to study the factors that are 
responsible for consumer complain in relation to food products. Customer loyalty and 
trust behaviour can be studied further in relation to buying of food products. Food 
choice behaviour has been another subject which is closely related to purchase decision 
making process for food. It is recommended that future researchers endeavour to further 
mitigate the limitations mentioned above, in their attempts to extend and refme this 
research. 
23 
0) 
O) 
ro 
w 
10 
0) 
E 
"TO 
c g 
o 
E 
o 
1— 
a 
VI 
0) 
CO 
O) 
_c 
n> 
S 
•o 
0) 
w 
D) 
D) 
3 
CO 
o 
(0 
0) 
"5J 
0) 
CO 
_c 
n 
U 
<4>-> 
V) 
V 
o; 
U) 
3 
CO 
0) 
w 
ro 
o 
Q. 
- • - ' o 
CD 
T3 
0) 
_> 
O 
> 
c 
Q) 
o 
Q) 
0) 
o 
._ o 
o 
0) 
o 
ro 
o 
<u 
Q . 
w 
O) 
I— 
ro 
• • - • 
0 
SI 
o 
sz 
CO 
E 
ra 
*+— 
•D 
C 
ro 
-^ c 
13 
o 
CO 
(/) 
c 
g 
ro 
o 
c 
E ^ 
T3 
C 
TO 
CO 
> 
_>> 
' « 
TO 
0 
0 
O 
(0 
E 
o 
o 
c 
* • • - ' 
0 
11 
0 
CO 
c 
o 
o 
o 
a 
CO 
0 
' c 
ro 
Q. 
E 
o 
o 
c 
ro 
c 
Cfl 
0 
' c 
ro 
Q . 
E 
o 
o 
c 
,ro 
T3 
>ii ro 
w 
sz (/) 
0 
TD J5 
ra 
c 
ro 
CO 
T3 
c 
ro 
ro 
w I 
C/) 
0 
• o 
J5 
D) 
C 
ro 
GO 
•D 
c 
ro 
ro 
c 
ro 
ro 
•o 
c 
ro 
(/) 
0 
c 
£1 
CO 
0 
o 
c 
o 
Q. 
D. 
O 
0 
c 
3 
CO 
c 
o 
o 
0 
•D 
O 
a E ^ 
O) 
U. I 
3 
C 
w 
0 
+-• 
3 
ro 
o 
3 
•D 
O 
Q . 
O 
0 
•4-* 
^^ 
CO 
' •4 -« 
ro 
CO 
CO 
3 
E 
• 4 - ' 
o 
3 
•o 
o 
0 
•4—' 
ro 
> 
o 
c 
c 
3 
o 
CO 
C/) 
0 
'c 
ro 
a 
E 
o 
o 
ro 
D) 
CO 
0 
O) 
D) 
3 
CO 
3 
£ 1 
ro 
0 
§. 2 
T3 
0 
> 
0 
O 
0 
•D 
ro 
0 
E 
0 ° 
^ 0 
O ^ 
j r = 
CO O 
0 i i 
i : 0 
x: 
3 
o 
c 
o 
o 
0 
o 
ro 
ro 
0 
CO 
3 
i _ 
CO 
0 
E 
3 
(0 
o 
o 
3 
Si 
ro ro 
3 0 
•D O 
ro c 
•^ o 
s : o 
ro i 
0 
CO 
c g 
«? ro 
E.y 
c 
ro 0 
o 1-
'^^ 5 
E § 
o ^ 
ja E "55 
0 S 
— -^ -S 
CO c i S 
CO O Q. 
o ^ g 
=1 « O 
•§ fe ro 
, ^ ^ E 
ro o ^ 
Q O iJ 
CO 
ro 
•D 
0 
0 
ro 
E 
0 
3 
o 
O 3 
u E 
.9, " 
ro' o) 
E.^ 
(/) "0 
CO ^ 
1- ro 
"° E 
ro 
0 
s: 
D) 
C 
W 
CO 
0 
•D 
•o 
ro 
CO 
0 
o 
c 
0 
ra 
ro 
- • - ' 
c 
0 
>, ro E 
i= o E 
T3 — 0 
^ 0 > 
3 XI O 
° ro O 
CO 0  : i 
0 — 
C W 
ro 0 
if 
^ w 
0 
0 
> 
o 
0 
0 
i _ 
o 
E 
o3 
_>< 
1 
ro 
LL 
co" 
o 
o 
o 
Q 
CO 
0 
o 
3 
o 
CO 
ra 
c 
0 
ro 
E 
c 
o 
c 
"TO 
c 
o 
CO 
0 
(3. 
r: 
3 
o 
x: 
- • - ' 
c 
g 
ro g 
' c 
3 
E 
8S 
.E o 
f ^ CO 
•o 
0 
CO 
3 
_>. 
0 
,> 
o 
0 
i t 
0 
0 
X) 
c 
ro 
o 
(O 
c H 
g 
•4—' 
ro 
u 
3 
E 
o 
o 
3 
o 
E 
o 
•o 
O 
0 
ra 
ro 
L _ 
3 
o 
o 
c 
0 
(O (0 
ro S 0 ro 
E ^ 
•5 ro 
ro _g 
to -„ 
^''^ ro c 
ro 
i| 
o § 
• ^ ra 
.£ 0 
« 4 - i -
- ^ 
o ^ 
c = 
ro ro 
^^ 
8^ 
c 
ro 
• c 
o 
(2. 
. i Q) 
^ o 
0 ^ 
> o 
.S2 -D 
3 >J!: 
•o 0 
2 Q. 
Q- 0 
^ ro 
o 
o 
J3 
ro 
0 
CO 
ro 
sz 
o 
3 
Q. 
3 
O 
0 
o 
to 
g 
ro 
o 
o 
M- ' 0 
c 
ro Q. 
F 0 
0 
• D 
t_ 
m 
(/) 0) 
L_ 
n 
CO 
T I 
0 
0 
-) 0 
.n 
^ 
0 
x: 0 
• D 
0 
L_ 
<D 
(1) 
i _ 
n 
(D 
(0 
C/) 
0 
ro 
F 
k . 
0 
a. 3 
o 
CO 
E 
0 
o 
c 
0 
' c 
0 
> 
c 
o 
ra w 
CO 
0 
CO ^ 
0 ro 
^ E 
F 
c_ ro 
-J 
t_ 
cu 
• 0 
ro 
n i _ 
3 
c 
ro V 
r 
ro 
'^  O i CO 
o 
TO 
- 1 
0 ^ 
o 
CO 
E 
0 
*~* 
c 
>^ 
"TO 
3 
cr 
o 
3 
T3 
O 
O 
CO 
0 
g 
0) O 
0 S 
0 o io 0) 
*— -•-' n^ CI 
E 
E 
B ojz 
0 ro ^ 
-S • " o 
ro ^ P 
c 0 '^ 
fc 0 "i^ 
OJ m ° 
3 -a o (0 C § 
-a ro > 
ro o .2 
PH 
0 
ro 
c 
ro 
X I 
3 
0 s! 
c E 
ro o CD O 
0 0 
o ^ • 
- ! -x: w 
i'E 8i 
0 0 ro 
W CO ^ 
0 Q. 
> 4 -
ro (/) 
sz o 
o ^ 
3 
g 
- • > 
, ro 
• sz 
• 0) 
•D O 
0 C 
0 E c o 
ro 0 -^ >" 
•° S -2 ro ro -
ra " a ^ 
c 
o 
c 
J Q 
TO 
1-
to 
E 
E 
CO 
n 
o 
a 
a 
o 
CO 
"re 
3 
u 
< 
V 
V) 
(0 
j r 
u 
k . 
3 
a. 
>, 
o 
c 
0 
3 
cr 
0 
0 
* - » 
3 
J3 
O 
3 
•D 
O 
C 
k. 
u 
o 
c 
o o 
0 
I 
c 
.0 
If 
flj o 
S U 
c 
_0 
'J 
ra 
u 
o 
_ i 
0 
o 
<-> 
CO 
3 
o 
' > 
ra 
0 
a 
E 
o 
u 
DIMENSIONS OF CONSUMER BEHAVIOUR 
IN THE PURCHASE OF SELECT DAIRY 
PRODUCTS: A CROSS-CULTURAL STUDY 
THESIS 
SUBMITTED FOR THE AWARD OF THE DEGREE Of 
Ph.D. (Business Administration) 
BY 
SUNIL KUMAR SHARMA 
Under the Supervision of 
DR. MOHAMMED WAVED KHAN PROF. IRFAN A. RIZVI 
Senior Lecturer IILM Graduate Scliooi of Management 
Department of Business Administration Greater Noida, UP, India 
Aligarh Muslim University, Aligarh, India 
(Internal Advisor) (External Advisor) 
DEPARTMENT OF BUSINESS ADMINISTRATION 
FACULTY OF MANAGEMENT STUDIES AND RESEARCH 
ALIGARH MUSLIM UNIVERSITY 
AUGARH-202002 (INDIA) 
2009 
2 / JLr 2ul4 
T8323 
/ DEDICATE THIS WORK 
TO MY REVERED PARENTS 
MY WIFE MAMTA AND MY CHILDREN 
ESHEEANDSHUBH, 
THEIR INSPIRATION, LOVE AND SUPPORT HAS MADE 
THIS WORK POSSIBLE 
DECLARATION 
I do hereby declare that the thesis entitled "DIMENSIONS OF CONSUMER 
BEHAVIOUR IN THE PURCHASE OF SELECT DAIRY PRODUCTS: A 
CROSS-CULTURAL STUDY" submitted to the Faculty of Management 
Studies and Research, Aligarh Muslim University, Aligarh, India, for the 
award of the degree of PhD in Business Administration is a record of 
original work done by me under the supervision and guidance of Dr. 
Mohammed Naved Khan, Senior Lecturer, Department of Business 
Administration, Faculty of Management Studies and Research, Aligarh 
Muslim University, Aligarh, (Internal Adviser), and Dr. Irfan A. Rizvi, 
Professor at IILM Institute, New Delhi, India, (External Adviser), and it has 
not previously formed the basis for the award of any Degree / Diploma / 
Associateship / Fellowship or other similar title to any candidate of any 
university. 
(SUNIL KUMAR SHARMA) 
Date: 22"^ March 09 
Place: Aligarh 
Dr. Mohammad Naved Khan 
Sr. Lecturer 
Department of Business Administration 
Aligarh Muslim University, AJigarli, India 
Ph:+91-571-2702044, M:+919411800860 
Email: mohdnavedkhan@gmail.com 
CERTIFICATE 
This is to certify that the thesis entitled "DIMENSIONS OF CONSUMER 
BEHAVIOUR IN THE PURCHASE OF SELECT DAIRY PRODUCTS: A 
CROSS-CULTURAL STUDY" submitted to the Faculty of Management 
Studies and Research, Aligarh Muslim University, Aligarh, India, in partial 
fulfillment of the requirements for the award of the degree of PhD in 
Business Administration is a record of original work done by Mr. Sunil 
Kumar Sharma during the period of his study in the Department of Business 
Administration, Faculty of Management Studies and Research, Aligarh 
Muslim University, Aligarh, India, under my supervision and guidance and to 
the best of my knowledge the thesis has not formed the basis for the award 
of any Degree / Diploma / Fellowship or similar title to any candidate of any 
University. 
(Dr. Mohammed Naved Khan) 
Internal Advisor 
Date: 23'^  March 09 
Place: Aligarh, India 
CERTIFICATE 
This is to certify that the thesis entitled "DIMENSIONS OF CONSUMER 
BEHAVIOUR IN THE PURCHASE OF SELECT DAIRY PRODUCTS: A 
CROSS-CULTURAL STUDY" submitted to the Faculty of Management 
Studies and Research, Aligarh Muslim University, Aligarh, India, in partial 
fulfillment of the requirements for the award of the degree of PhD in 
Business Administration is a record of original work done by Sunil. 
Sharma during the period of his study in the Department of Business 
Administration, Faculty of Management Studies and Research, Aligarh 
Muslim University, Aligarh, India, under my supervision and guidance and to 
the best of my knowledge the thesis has not formed the basis for the award 
of any Degree / Diploma / Fellowship or similar title to any candidate of any 
university. .^ 
(Prof. Irfan Rizvi) 
External Advisor 
Date: 22 March 09 
Place: New Delhi 
ACKNOWLEDGEMENTS 
I deem it a privilege to begin this ad^nowledgement by expressing my 
profound sense of gratitude to my revered supervisor Dr. Mohammad 
Naved Khan for his sagacious guidance and intellectual stimulation 
throughout the present study. His scholarly suggestions, research acumen, 
immense interest and affectionate behaviour have been a fountain of 
inspiration for me. I am indebted to him for his careful and critical review 
without which this thesis would have been far less illuminating and readable. 
Further, his profound understanding of statistics and research methodology 
served to be of immense help to me. 
Dr. Irfan Rizvi, my co supervisor deserves a special mention in guiding me 
with statistical analysis through out my study and always was ready to spare 
his valuable time in providing me constructive suggestions and valuable 
guidance. 
I shall remain ever grateful to Prof Javaid Akhtar, Chairman, Department of 
Business Administration and Dean, Faculty of Management Studies and 
Research, Aligarh Muslim University, Aligarh, India, for providing constant 
encouragement and lending all possible support in the completion of the 
thesis. 
I would like to express my gratitude to Dr Kaleem Mohd Khan, Professor 
Department of Business Administration for his guidance constant 
encouragement and continuous support at each stage of the thesis. Without 
his support this work would not have been possible. 
I would like thank Ms. Feza Tabassum Azmi, Lecturer Department of 
Business Administration for her valuable inputs and constant support. 
A word of thanks goes to Shikha, Prof Srinivasan, Ravi Weragoda, Ajith 
Werasingha, Rafiq Hague, Dr Damodar, Musru, Kapil, Harshad Joshi, 
Vippan Dutt and Dilshan Wivita for helping in the data collection. Special 
thanks to my colleagues, Anil Sharma, Saurabh Malik, Dr Harsh, at Wal-Mart 
and to Ajay Sharma and Jitender Thakur. 
IV 
This study could not have been possible without the support of my family. I 
am indebted to all my family members who have been a constant source of 
encouragement for me. I am indebted to my parents, especially my beloved 
father who always encouraged me to go ahead with the completion of the 
thesis and my sisters Sandhya and Gayetri wh o have been constant 
source of encouragement for me. I owe special thanks to my wife, Mamta, 
who was more concerned than me about the work. Her support and 
encouragement gave real pace for this study. I have no words to thank him 
for the help she extended in each phase of the study. I owe my deepest 
gratitude to my little son and daughter, Shubh & Eshee, my shining stars, 
who made it a point not to disturb me for some time with their regular 
routines. 
Last, but not the least to god almighty for his blessings and guidance. I also 
take the effort to thank everyone associated directly or indirectly with 
completion of this work. 
Dated: 22 March 2009 SUNIL KUMAR SHARMA 
V 
PREFACE 
The Indian sub-continent is one of the world's largest consumer markets and 
shares common traditional and cultural norms. The region has traditionally been 
influenced by Indian culture in all aspects of daily life. Dairy products have been 
traditionally consumed in this region and form a major part of household 
expenditure. Dairy products offer a huge potential in terms of business as well 
as for fulfilling the nutritional needs of the people. 
India is the world largest producer of milk and the credit goes to the largest 
population of milch animals. The growth is due to the economics and social 
reforms undertaken by government to develop the dairy sector in form of 
"Operation flood". Dairy industry is largely in the hands of large and thriving 
cooperatives in India. This model is now being tried in neighboring Bangladesh 
and Srilanka. The Indian companies like AMUL are today producing fresh milk 
and dairy products with the latest technology and best quality products which 
are being exported to various countries. Sri Lanka and Bangladesh largely 
depend on imports and over a period of time the consumption behaviour has 
been influenced by exposure to mass media as well as the import policies of the 
government. This is unlike India, where the cooperative sector sowed the seeds 
of self reliance and the traditional forms of consumption of fresh milk and dairy 
products are still in vogue with a blend of modern products and technology. 
Despite the white revolution and the technological advancements in Indian dairy 
industry, the exports of dairy products to the neighboring counties are limited. 
Through this study an attempt has been made to study consumer decision 
process involved in the purchase of certain dairy products across the capital 
cities of three countries viz. India, Bangladesh and Sri Lanka. 
It is hoped that the findings will provide a realistic insight into the consumer 
purchase behaviour across the three countries and add to the scant body of 
literature available presently in the context of three countries. 
VII 
The thesis is divided into seven chapters. Chapter 1 is based on the overview of 
dairy industry a brief introduction. 
Chapter 2 deals with literature review of various dimensions of consumer 
buying behaviour in the context of dairy products and aspects of cross cultural 
research. 
Chapter 3 is an attempt in the direction of highlighting the problems 
encountered and issues related with the various dimensions of consumer 
buying behaviour. 
Chapter 4 deals with the methodology, framing of hypotheses, research design 
and instrument development and method of analysis adopted. 
Chapter 5 deals with analysis and interpretation of data. An attempt has been 
made in the direction of explaining the differences in various dimensions across 
the three cultures. 
Chapter 6 presents a summary of results and discussion. The findings are 
presented in different sections dealing with various dimensions of decision 
making related to the products under the study. 
Chapter 7 proposes steps that may be of help to the marketing practitioners in 
developing appropriate marketing plans, product design and promotional 
campaigns. It also contains a section suggesting future research directions. 
At the end, References and Appendices I are given. The reference section 
covers studies up to year 2008 and thus can be of immense help to future 
researchers. Appendix I is the English version of the research instrument. 
Date: 22"° March 09 SUNIL KUMAR SHARMA 
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CHAPTER 1 
INTRODUCTION 
1.0 Background 
Cultural variations have significant impact on the way people view the world and these 
views ultimately affect their behaviour (Shweder, 1991; Manstead, 1997). Last two 
decades have witnessed an increasing amount of consumer behaviour research across 
cultures (Sojka & Tansuhaj, 1995). More significantly, many studies conducted in 
national and international settings have succeeded in establishing links between cultures 
and various aspects of consumer behaviours. Research by Bristow and Asquith (1999), 
Xjurhan-Canli and Maheswaran (2000), Chudry and Pallister (2002) and de Mooij and 
Hofstede (2002), to name a few, all revealed that consumers from different cultural 
backgrounds express certain significant differences of their own, which may warrant 
differential marketing efforts. Yet due to diversity in race, nationality, religious values, 
geography and customs, it has become increasingly difficult for marketers to use the 
same marketing mix strategies for all consumer groups (Cui, 1997). Despite the 
importance of acknowledging the concept of culture and its marketing implications, it 
appears that empirical studies of consumer behaviour focusing on cultures are 
disproportionately under-represented. 
1.0.1 Consumer Decision Making Process 
In most consumer behaviour texts consumer decision making is divided into low 
involvement and high involvement purchase decision. Low involvement decision would 
cover food products like fast moving consumer goods and represent a majority of 
consumer purchases. But marketing literature is lacking on information on low 
involvement evaluation and decision making process. Food purchase behaviour has 
been considered as habitual to low involvement purchase. Milk products like fresh milk, 
milk powder yogurt, cheese, butter also fall under food purchase behaviour and we have 
followed five stage model and have tried to study various stages that could be relevant 
to purchase decision making process. The five stage consumer decision making model 
has been the center of most marketing studies and authors have considered this as 
relevant for involvement purchases. This included study of consumer purchase 
behaviour, frequency of consumption, occasion of consumption, factors influencing 
alternative search in terms of various product attributes, outlet choices, and concern for 
food safety, trust on information sources and demographic profile. Need recognition or 
awareness has been studied in form of purchase frequency and consumption by 
members. 
Alternative search has been studied in terms of how consumer evaluates various 
criteria's like price, brand, functional information, nutritional values, packaging, 
sensory evaluations like taste and flavour in decision making process is a part of the 
study. Various product attributes like taste, nutrition, price, convenience, freshness, and 
packaging have been studied to explain the purchase behaviour exhibited vis-a-vis 
products under study. Similarly, when a consumer finds a product on the shelf, the 
product attributes that he considers before making a purchase like package design, 
price, functional information on label, freshness, taste and flavour, country or place of 
origin are some of the attributes that have been studied to explain the purchase 
behaviour of consumers. 
Dairy products involve food safety issues and product specification. For example, 
product like fresh milk is largely governed by government laws; hence consumer is very 
conscious of the information about dairy products. Various sources of information like 
government, advertisements, doctors, and company salesperson, have been studied to 
identify sources that are trusted by consumer. 
Post purchase behaviour has been studied in terms of formal as well as informal 
consumer complaint behaviour. The formal complaint behaviour has been studied in 
terms of consumer decision to either complain to salesperson or concerned authority 
and non formal complaint behaviour in terms of negative word of mouth or keeping 
silent and not engaging in further purchase. 
1.0.2 Cross Cultural Influences 
Further, there has been a tendency to rely on the theory of consumer behaviour while 
ignoring another important perspective on behaviour of people in society i.e. "Culture". 
A survey of recently published articles indicated that the most of consumer research on 
culture has focused on either general values (Burgess & Steenkamp, 1999; Gregory, 
Munch & Peterson, 2002; Sun, Horn & Merritt, 2004) or specific sub-cultural factors 
such as ethnicity (Kim & Kang, 2001; Lindridge & Dibb, 2003) and nationality (Cheron 
& Hayashi 2001; Moss & Vinten, 2001) as the primary dimension or behavioural 
differentiation. 
For the present study, regional affiliation approach has been adopted for assessing 
culture (Lenartowicz & Roth 1999). The regional affiliation approach is based on the 
use of proxies. In this study, the sample characteristic that reflects culture which can 
thus be used as proxy is "nationality". An attempt has been made to carry out a 
comparative cross cultural study of various factors influencing buying decisions in 
relation to dairy products. The influence of culture on the purchase of dairy products 
has been studied by comparing responses from three countries of the Indian sub-
continent, namely, India, Sri Lanka and Bangladesh, represented by their respective 
capital cities viz. Delhi, Colombo and Dhaka. Responses vis-a-vis purchase behaviour 
have been compared in terms of frequency of consumption, occasion of consumption, 
factors influencing alternative search of various product attributes, outlet choices, 
concern for food safety, trust on information sources and demographics. It should be 
kept in mind that in the present study, household has been considered as a unit and 
behaviour of the person who is buying or making the purchase decision has been taken 
as the representative of the behaviour of the household. 
1.1 Objectives of the Study 
The broad objective of the present cross-cultural research work was to empirically study 
various dimensions of consumer behaviour in the purchase of selected dairy products 
across India (Delhi), Bangladesh (Dhaka) and Sri Lanka (Colombo). The specific 
objectives are listed below: 
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1. To generate a demographic profile of consumers buying various dairy products 
across the three countries. 
2. To study the frequency of purchase, consumption pattern, occasion of 
consumption and influence of demographics for the selected products 
considered for study. 
3. To study consumer evaluation of various product attributes like taste, nutrition, 
price, convenience, freshness, and packaging in the consumer decision making 
process. 
4. To study of factors influencing market outlet selection for selected dairy 
products across the three countries. 
5. To study consumer trust attached to various information sources for dairy 
products. 
6. To study the food safety aspects and differences in consumer concerns for 
various health issues related to consumption of dairy products. 
7. To study differences in post purchase behaviour across cultures in terms of 
formal and non-formal consumer complaint behaviour. 
1.1.1 Rationale for Product Selection 
The products selected for the study, namely, fresh-milk, milk powder, yogurt, cheese 
and butter are part of the daily diet and items of every-day purchase. Hence, they form a 
major part of consumer's spending on household food items. They are consumed by 
most of the members of the family and are also influenced by disposable income, 
variety of products, age of the family members, numbers of family members, number of 
children in the family, issues like food safety, and outlet patronage. It is expected that 
dairy products would provide much needed insight into consumer purchase decisions 
with regard to food items in the context of the three countries selected for the study. 
Moreover, the products considered for the study were selected both from industry and 
nutritional point of view and the government too is trying to encourage their 
consumption. 
1.2.0 Hypotheses Considered for the Study 
Based on the objectives and theoretical model of the current study, the following 
hypotheses have been considered: 
Hni: Significant differences do not exist among groups studied in the three cities in terms of who 
shops in family for dairy products. 
H02: Significant differences do not exist among the groups studied in the three cities in terms of 
frequency of purchase of dairy products. 
Hoi: Significant differences do not exist among the groups studied in the three cities in terms of 
selection criteria (product attributes). 
H04: Significant differences do not exist among the groups studied in the three cities in terms 
consumption of dairy products. 
H05: Significant differences do not exist among the groups studied in the three cities in terms 
occasions of consumption. 
Hoc,: Significant differences do not exist among the groups studied in the three cities in terms of 
outlet choice. 
Ho7: Significant differences do not exist among the groups studied in the three cities in terms of 
trust attached to various information sources. 
HoH: Significant differences do not exist among the groups studied in the three cities in terms 
health concerns. 
Ho<): Significant differences do not exist among the groups studied in the three cities in terms of 
complaint behaviour. 
1.3.0 The Conduct of Study 
The study was carried out during four time frame. It was formally proposed in the 
month of October 2004. After extensive review of relevant literature, research 
hypotheses were developed for empirical testing. The research instrument (Appendix 1) 
consisted of structured, undisguised, closed-ended questionnaire and the respondents 
were required to fill in the relevant options. The questionnaire was pre-tested and 
administered on roughly 500 respondents across the three capital cities of India, 
Bangladesh and Sri Lanka. The effective sample size was 485 (Delhi: 286; Dhaka: 99 
and Colombo: 100). 
Initially, the questionnaire was designed both in English and local languages. However, 
owing to the respondent profile, during pilot testing phase it was noticed that most of 
the respondents were comfortable with English version of the questionnaire. Thus, the 
use of vernacular questionnaires was discontinued. It should be kept in mind that the 
respondents were educated and belonged to higher socio-economic group and 
consequently well-versed with English. In order to have a comparable sample, which is 
a pre-requisite for such cross-cultural studies, the respondents were selected from urban 
population of the three capital cities (Delhi, Colombo and Dhaka). 
However, the absence of a sample frame necessitated the adoption of convenience 
sampling technique for the present research work. In all, hundred and eighty five usable 
questionnaires were analyzed. The data was processed and subjected to statistical tests 
using SPSS software version 13.0. The main statistical tools used in this study include 
descriptive statistics, Scheffe Test, Mann-Whitney Test, Kruskal Walls Test, and 
Analysis of Variance (ANOVA) Test. 
1.4.0 Significance of the Study 
From a consumer behaviour perspective, consumption has largely been understood as 
cultural phenomenon because behavioural patterns and characteristics of a particular 
culture are often expressed through consumption of material objects such as dress, food 
and housing (McCracken, 1990). The findings of Lee (2000); Ackennan & Tellis 
(2001), Kacen & Lee (2002) and Chung (1998), among others, have demonstrated that 
culture plays an important role in consumer's purchase behaviour patterns. Thus, 
comparative cultural analysis is a logical starting point for the examination of consumer 
behaviour. Even though the marketing literature reflects an emerging interest in the 
topic, regrettably, there is limited empirical research to date which focuses on cultural 
understanding of consumer purchase behaviour especially in the context of dairy 
products. This study was therefore undertaken as a first step in understanding from a 
cultural perspective the differences in various dimension of consumer purchase 
behaviour in relation to dairy products. 
The cross cultural study of consumer purchase behaviour in terms of frequency of 
consumption, occasion of consumption, influence of product attributes, choice of outlets 
in terms of neighbourhood or supermarket, concerns for health issues, trust on various 
channels of information sources in reference to products: fresh milk, milk powder, 
yogurt, cheese and butter will help understand more about relationship between a 
consumers cultural background and his/her behaviour as a consumer for dairy products. 
Thus, the results from this study shall add to the body of knowledge in the consumer 
behaviour field and fill the gap in the literature. The study has an applied bias and 
findings can have significant managerial implications. Marketing strategists could 
utilize the findings to dovetail their promotional messages and redesign their market 
offerings as also effectively segment the market. In addition, findings of this study 
should contribute to niche marketing strategies by providing a framework within which 
urban consumer groups in the South Asian cities may be better understood and targeted 
by marketers. 
1.5.0 Structure of the Thesis 
A seven chapter thesis format has been employed in this study. The current chapter 
introduces the background of the study and the major theme to be investigated within 
the context under examination. The rest of this thesis is organised as follows: 
Chapter Two presents an intensive review of literature with reference to consumer 
behaviour. The chapter is divided into eight sections thereby reviewing the following 
topics covered in the extant literature: Section one discusses the consumer decision 
making process. In section two, culture and international consumer behaviour have been 
discussed covering definition of culture, international consumer behaviour and cross 
cultural studies, hofstede cultural dimensions and proxies approach, theoretical 
contribution of culture on consumer studies, influence of subculture, the study of 
religion and consumer behaviour. Section three presents an overview of demographics 
influences while the empirical review on store choice behaviour, consumer information 
sources has been also presented in section four. Review literature on consumer 
evaluative criteria for choosing dairy products in relation to packaging, price, functional 
information, taste and flavour, country of origin has been dealt with in section five. The 
various sources of information for consumer and trust attached to them have been 
covered in section six. While section seven covers consumer health concerns about 
various food safety issues related to dairy products. Section eight discusses the post 
purchase behaviour in terms of consumer complaint behaviour. 
Chapter Three reviews the literature on various aspects of consumer purchase 
behaviour. It covers various aspects in relation to study of food purchase like measuring 
culture, food purchase decision process, selection of outlets, issues in complain 
behaviour and reliability. It also provides the theoretical base for the present study. 
Based on this extensive review of literature, hypotheses were framed for subsequent 
empirical testing. 
Chapter Four outlines a detailed, step-by-step procedural examination of the 
methodology employed in obtaining the required information for this empirical study. 
The discussion is divided into five major sections: problem, objective, rationale for 
product selection, hypotheses considered, research design, research instrument, conduct 
of fieldwork survey, method of analysis and limitations. The main quantitative 
techniques applied in this study are also presented in the section dealing with method of 
analysis. 
In Chapter Five, first part discusses the characteristics of the sample and then 
describes the analysis and results of the research. Three types of statistical analysis: 
univariate analysis of descriptive statistics, bivariate analysis in the form of One-Way 
Analysis of Variance (ANOVA), Non Parametric test for two variables and multiple 
variable (KW test) have been used to analyse and present the empirical results of this 
study. 
In the Sixth chapter, the researcher concludes by summarizing the discussions and 
empirical findings. 
In the last chapter or the Seventh Chapter, managerial implications of the research 
work and directions for future researchers are presented. In the last Chapter, References 
are presented. 
The questionnaire used in the study is attached as Appendix. 
1.6.0 Overview of Dairy Industry 
1.6.1 Global Scenario 
The estimated production of milk in the world during the year 2008 was 684 million 
tons (Indian Dairy Man, 2008). Today, cow milk accounts for around 84% (576 million 
tons) of total milk production, while buffalo milk accounts for 83 million tons, 
accounting for around 13% of total milk production. Almost 90% of buffalo milk is 
produced in India and Pakistan (Indian Dairy Man, 2008). India remains the world's 
largest milk producer with 105 million tons contributing more than 15% of total world's 
milk production. A total of 4.2 million tons of milk powder was produced during 2008. 
U.S.A and India account for around 10% of total milk powder produced in the world 
(Indian Dairy Man, 2008). Total cheese production of the world touched to 26,000 MT, 
which is about 30%) of world's milk production. Europe contributes 30% of world's 
cheese production (Peter, 2009). World's total production of butter and ghee was 8200 
MT. India contributed 30% of butter and ghee production of the world. Global exports 
of key milk products were about 40.4 million tons. New Zealand is the world's largest 
butter, casein, and whole milk powder exporter (Statistics New Zealand: Ministry of 
Agriculture and Forestry, 2007). India's dairy exports were pegged at Rs. 960.2 crores 
in spite of ban on exports for 6 months in year 2008. 
1.6.2 Dairy Industry in India 
Milk production is the biggest segment within Indian agriculture. India has the largest 
population of cows and buffaloes- 134 million cows and 125 million buffaloes. It is the 
world's largest producer of milk followed by USA. Over 50%) of the milk produced is 
buffalo and 45%) is cow milk. The preferred dairy animal in India is buffalo unlike the 
majority of the world market which is dominated by cow milk. The annual milk 
production increased fivefold in the last 30 years, rising from 21 million tons in 1968 to 
an estimated 105 million tons in 2008 (Economic times report, 2008). In India about 46 
% of the total milk produced is consumed in liquid form and 47 % is converted into 
traditional products like cottage butter, ghee, paneer, khoya, curd, malai, etc. Only 7 % 
of the milk goes into the production of products like milk powders, processed butter and 
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processed cheese. Among the milk products manufactured by the organised sector some 
of the prominent ones are ghee, butter, cheese, ice creams, milk powders, malted milk 
food, condensed milk infant foods etc (Food and Beverages, 2008). Of these ghee alone 
accounts for 85%. It is estimated that around 20% of the total milk produced in the 
country is consumed at producer-household level and remaining is marketed through 
various cooperatives, private dairies and vendors. This rapid growth and modernization 
is largely credited to the contribution of dairy cooperatives, under the Operation Flood 
(OF) Project, assisted by many multi-lateral agencies, including the European Union, 
the World Bank, FAO and WFP (World Food Program). Operation flood lead to the 
modernization of India's dairy sector and created strong procurement, processing (milk 
processing facilities) and distribution network in cooperative sector. Focus on building 
strong brands, product mix (UHT milk, spreads, and ice creams) have been key 
elements of marketing strategy adopted by the companies in India. Just to have a 
glimpse, some of the key products available in India's capital city, Delhi, are given in 
Table 1.6.2. 
Table 1.6.2 Key Dairy Brands Available in Delhi City 
Company 
Nestle 
GCMMF 
Britannia 
Indodan Ind Ltd 
Mother dairy 
Le Bon 
Brands 
Milkmaid, Lactogen, Milo 
Every day 
Amul 
Milkman 
Indana 
Mother dairy 
Le Bon 
Major Products 
Condensed milk,Milk powder,Milk 
Milk, Butter, Ghee, Cheese 
Milk, Cheese, Milk powder, Ghee 
Milk, Milk powder. Ghee 
Milk, Cheese, 
Cheese 
Source: Prepared by researcher 
Availability, acceptability and affordability are the three critical elements for success in 
dairy industry. The major players in the packaged milk segment are the dairy 
cooperatives; Gujarat Cooperatives Milk Marketing Federation (GCMMF) being the 
largest player. 'Amul' is the brand name of Gujarat Cooperative Milk Marketing 
Federation Limited (GCMMF) which revolutionized the production and distribution of 
diary products in India and also became a model for development of dairy cooperatives. 
Local dairy cooperatives have local brands like Gokul and Warna in Indian State of 
Maharastra; Saras in Rajasthan; Verka in Punjab; Vijaya in Andhra Pradesh; Aavin in 
Tamil Nadu. 
India is a market for almost all value added milk products including yogurt. There is 
also a huge demand for processed and packaged milk products. Value addition has 
undoubtedly helped extend market reach. Consumption of processed milk is growing at 
10% YOY in India; while milk production is growing at 5%. Recently (2008), Nestle 
launched Nesvita, a probiotic variant of yogurt. India is also the world's largest butter 
producing country. While Russia remains the biggest butter importer. Annual growth 
rate of butter production in India is 12% and the output has increased by 4.4 lakh tons 
since 1991 (Food and Beverages, 2008). 
Cheese in India has an estimated market of about 9000 tons and is growing at \5% per 
annum. More than 50% of the cheese consumed in India is processed type while 30% is 
cheese spread, mozarella is \0% and flavoured /spiced 5% and others 5%. India is one 
of the fastest growing markets for cheese with annual growth pegged at 20% with a 
total consumption of about 7,000 tons a year (Food and Beverages, 2008). 
At mom and pop stores as well as supermarkets, cheese in available in various forms 
like cheese cubes which are salted and ready-to-eat; cheese spread which was 
introduced as a substitute for butter; cheese singles (slice), which are used as stuffing 
for sandwiches; pizza cheese used as topping on pizzas which are fast becoming the 
preferred fast food in Indian metros. Amul has even introduced a low calorie version of 
cheese called "slim cheese." The urban population accounts for major cheese 
consumption in India. Taken together, the four metropolitan cities viz., Delhi, Mumbai, 
Chennai and Kolkata consume over 60% of the total cheese sold in India. Mumbai tops 
the list with 30%, followed by Delhi at 20%, Kolkota 7% and Chennai at 6% (Food and 
Beverages, 2008). In smaller towns and rural areas, consumers still prefer non-branded 
cottage cheese processed by local dairy owners called "paneer". Unlike cheese cubes, 
paneer is softer and bland and a large number of Indian delicacies are made out of 
paneer. It arrives in the market in large chunks that look like loaves of bread. It is also 
much more economical as compared to branded cheese. Paneer sells at 100-140 rupees 
a kilogram as against branded cheese which sells at about 200-250 rupees per kilogram. 
1.6.3 Dairy Industry in Sri Lanka 
Dairy forms a major portion of the food basket of the Sri Lankan population. Imports 
account for most of the milk consumed in the country as the domestic production of 
milk is quite low (FAO Report, 2007). Average levels of consumption of dairy products 
have grown steadily, rising over time and across income. In the face of slow growth in 
domestic supply, this rising demand has largely been met by imports. New Zealand is 
the key exporter of milk products to Sri Lanka. Imported dairy products include milk 
powder as well as butter, cheese, yogurt and other milk by-products. Milk powder, the 
single most important category of imported milk product, accounts for nearly 95 percent 
of the total milk product imports. 
Table 1.6.3 Key Dairy Brands Available In Colombo City 
Company 
Nestle 
Fonterra 
Lucky Dairies 
Kothmale Holdings 
All & Co 
Maliban Group 
Brands 
Milkmaid, Lactogen, Mile 
Every day, Nespray 
Anchor, Aniene, Rathee, 
Red Cow, Newdale 
Lucky 
Kothmale 
Diamond 
Maliban 
Major Products 
Condensed milk,Milk powder. 
Milk 
Milk, Milk powder, Cheese, 
Yogurt 
Yogurt 
Cheese,Yogurt, Milk 
Milk Powder 
Milk Powder 
Source: Prepared by researcher 
The use of powdered milk is integral to the tea culture, child nutrition and the country's 
cuisine. In 2006 alone, Sri Lankan companies imported 70,000 MT of milk powder 
worth Rs 15,000 million (Lanka Rising Report, 2007). Almost 83% of milk powder 
market is in the hands of multi national companies and 60% of market is in the hand of 
a single multi national company, namely, Fonterra. 
Fonterra owns the Anchor, Rathee and Newdale brands (Elizabeth, 1999). Milk powder 
brand Anchor has a share of 50% while Rathee accounts for 15% of the powdered milk 
market. Sri Lanka is the Dairy Board of New Zealand's biggest offshore market for 
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powdered milk. It sells nearly 50,000 tons of full cream milk powder and 1000 tons of 
nonfat milk powder, annually, to Sri Lanka. It also sells butter and Anlene, a high 
calcium milk powder. Thus, milk powder is the major form of dairy product consumed 
in Sri Lanka. It is promoted as convenient form of fresh milk and is available in various 
forms like full cream milk powder, non-fat milk powder, etc. Sri Lanka also has one of 
the highest yogurt consumption rates in the region (12,000 metric tons annually) 
(Rupesinghe, 2008). 
1.6.4 Dairy Industry in Bangladesh 
Nearly 80% of population in Bangladesh resides in rural areas. There are 15 million 
rural households and two-third of them keep livestock. The consumption of milk and 
milk products is very low even when compared to neighboring countries (Bangladesh 
Statistical Yearbook, 2005). The milk production in Bangladesh was about 2 million 
tons in 2006 which met only 17% of the local requirement. In the year 2006, this sector 
contributed about 3% to the GDP and accounted for full and part time employment of 
20% of rural population. It contributed to about 18% of agricultural export earnings 
(Department of Livestock Services, Government of Bangladesh, 2007). The average 
daily consumption of milk is estimated to be 42 ml per day/person against a 
recommended allowance of 250 ml/day (Haque, 2007). The per capita consumption of 
milk products stands at 13 kg. Bangladesh would currently need to import or produce 
five times its current production if it is to meet the WHO recommended daily 
requirement. Thus, there is a huge demand-supply gap which is met by imported milk 
powder (Hossain, 2003). Milk imports in Bangladesh have increased from 2.2 billion 
Taka in 1996 to about 8 billion Taka in 2007 and constitute about 96% of the total 
consumption (Bangladesh Statistical Year Book, 2005). 
More than half of the milk produced in Bangladesh is used for making desserts or ghee 
(UNDP Report, 2007). Interestingly, the culture of drinking fresh milk has been 
declining over the years. Liquid milk had informal supply structure and in fact 
constituted a small portion of the total market. However with the development of the 
collective model of BMPCUL based on AMUL, the market for milk began to expand 
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and surplus milk made its way to the cities as a processed package product (UNDP 
Report, 2007). Some of the key players in the markets are listed below. 
Table 1.6.4 Key Dairy Products Available in Dhaka City 
Company 
Nestle 
BMPCUL 
Aftab 
Pran 
Fonterra 
Brands 
Milkmaid, Lactogen, Milo, Everyday 
Milk Vita 
Milkman 
Indana 
Anchor, Aniene 
Major Products 
Condensed milk, Milk powder. Milk 
Milk, Butter, Ghee, Cheese 
Milk, Cheese, Milk powder, Ghee 
Milk, Milk powder, Ghee 
Milk, Cheese, powder 
Source: Prepared by researcher 
Compared to the other two countries i.e. India and Sri Lanka, the price of milk and 
other dairy products are the highest in Bangladesh. Until 2005, the price of imported 
powdered milk was significantly lower than the price of local milk in Dhaka (UNDP 
Report, 2007). Moreover, with better infrastructure facilities, the ability to preserve 
imported milk has improved leading to ever increasing demand for imports. With the 
gradual withdrawal of milk subsidies especially by EU countries, the price of local milk 
has become competitive. 
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CHAPTER 2 
CONSUMER DECISION MAKING PROCESS: AN OVERVIEW 
2.1 Consumer Behaviour: Introduction 
Consumer behaviour is defined as human being activity focused on the purchasing, 
consuming and using products and services, by mailing decisions before and after 
purchasing (Engel, Blakwell & Miniard, 1995; Solomon, 1999). Alternatively, consumer 
behaviour is human behaviour that is manifested in situations when people search for, 
buy, use, and evaluate those products and services, to satisfy their needs (Schriffman & 
Kanuk, 2000). Consumer behaviour is based on decision-making of individuals when 
spending their own resources (i.e. time, money and efforts). This involves reasoning 
why, when, where, how often and what people buy, how often they use the purchased 
items, how they evaluate them after the purchase and in which way these factors 
influence their future purchases (Stavkova, Prudilova, Toufarova & Nagyova, 2007). 
Marketing researchers have paid their attention to the customer decision making process 
(Grass & Wallace, 1974, Rook, 1987) information processing (Waldrop, 1993; Solomon, 
1999), advertising (Bronson, 1980), price (Biswas, Pullig, Krishnan, 2000) and other 
marketing problems in the study of consumer behaviour. Each consumer buying decision 
is different (Foret, 2005). The consumer behaviour of people is complex (Smith, 2000) 
and unique and hence it's difficult to measure and compare individual consumer 
behaviour. Behavioural constructs such as personality, attitude and lifestyle, social-class 
culture, and the social situation can all contribute to a better understanding of the 
consumer and the choices that she/he makes (Foxall & Goldsmith, 1994; Belch & Belch, 
1998). 
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While consumer behaviour research began after World War II (Levy, 1991), consumer 
behaviour as a field was established during 1960s (Engel, Blackwell & Miniard, 1993). 
Since 1950's, the consumer behaviour literature has followed two broad directions. The 
first direction established that consumer behaviour can be influenced and shaped by 
multiple factors (Engel et al, 1993). The factors were: 
1) Environmental influences (culture, social class, personal influences, family and 
situation). 
2) Individual differences and influences (consumer resources motivation and 
involvement, knowledge, attitude, personality values and lifestyle). 
3) Psychological processes (information processing, learning, attitude and behaviour 
change). 
The second assumption or direction was that consumers are rational decision makers who 
have the ability or skills to go through a sequential decision making process to reach an 
optimal choice among alternatives. In 1950s, Herbert Simon, in his stream of studies on 
decision making process suggested that people's rational decisions are limited to the 
extent that their decisions can only be "bounded rationality" due to uncertainty about the 
future and costs in obtaining information. 
Three approaches have been adopted by different researchers to explain consumer 
behaviour: cognitive approach, reinforcement approach and habit approach as presented 
in Table 2.1 Text books from US authors tend to favour and emphasize the cognitive 
approach (Engel et al, 1995 as a classical example); while British authors mainly favour 
the reinforcement approach. A small numbers of critical authors have challenged both of 
these approaches as being unsupported by empirical data and have forwarded the Habit 
approach as beirig a more realistic explanation of actual consumer behaviour (Ehrenb'^ rg, 
1988; 1989). 
Food purchase has been generally studied as cognitive as well as habitual purchase 
behaviour. In western countries dairy products are part of grocery in retail business and 
grocery purchase has been considered as habitual purchase. There is no clear cut study or 
research work available in relation to South Asian countries like India, Sri lanka and 
Bangladesh such as to classify dairy products purchase behaviour into habitual approach. 
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However, in this research work, we will follow cognitive approach of decision making 
process. 
Table 2.1.1: Research Approaches Towards Consumer Behaviour 
Approach 
Cognitive 
Reinforcement 
Habit 
How is Purchase Treated 
Decision making -Problem Solving 
Consumption is seen as learned 
behaviour in response to aspects of 
consumer situation 
A pre-established pattern of behaviour 
is elicited routinely in particular 
contexts 
Weakness 
Consumer seem to be not very 
systematic and rational decision 
making 
Complex behaviour cannot be 
traced to multitudinous past 
experiences 
?? 
Source: Marketing Communication. Principles and Practice by Richard J. Varey, 2001; Routledge, 
New York 
2.1.1 Consumer Decision-Making Process 
Since 1960's various models regarding the consumer decision process have been 
developed (e.g. Necosia, 1966; Engel, Kollat & Blackwell, 1968; Howard & Sheth, 
1969). Five stages have been common in all models (Mitchell & Boustani, 1993). These 
five stages can be described as (Dewey John, 1910) following-
Problem/Need Recognition/Awareness 
Information Search 
Alternative Evaluation, 
Purchase 
Post purchase 
Figure 2.1.1: Steps of the Decision-Making Process 
Problem 
Recognition 
1 
0 
Information 
Search 
2 
^ 
Alternative 
Evaluation 
3 
^ 
Purchase 
^ 
Post 
Purchase 
Evaluation 
Source: Adapted from Kotler (2000), Marketing Management, Millennium edition, New Jersey, U.S.A., 
Prentice-Hall 
Each stage in the decision-making process blends one into another. The consumer 
decision making process has been further studied based on the complexity of decision 
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making. If this decision making process is complex, it is called extended problem 
solving. Limited problem solving, however, represents a lower degree of complexity 
(Burgess, 1998). 
Engel et al, (1995) have added another dimension of midrange problem solving to the 
middle of the continuum and have tried to explain purchase behaviour in terms of 
habitual behaviour. Since this research study focuses on dairy products buying behaviour, 
it is believed that decision making process will be more of habitual decision making to 
limited problem solving. 
Figure 2.1.2; Consumer Decision Making Process Continuum 
Extended problem Solving 
High 
/ 
< 
N 
Midrange Problem Limited Problem 
Degree of Complexity 
Habitual Decision 
K 
> 
V 
Low 
Source: Engel, J.F., Blackwell, R.D., Miniard, P.W, (1995) Consumer Behavior, 8th edition, U.S.A., 
Dryden Press. 
2.1.2 Habitual Decision Making Process 
Habitual, routine or nominal problem solving is defined as a purchase decision process 
involving little or no conscious effort (Levy & Weitz, 1998). Consumers don't consider 
this type of purchase an important one and are not highly involved in it (Hawkins et al., 
2001). The items that fall into routine problem solving tend to be low risk, low priced and 
frequently purchased. These so-called low involvement purchases simply do not carry 
enough risk for the consumer, whether in terms of financial loss or damage to social 
status, to get excited about the importance of "making the right decision" (Churchill & 
Peter, 1998). 
Habitual problem-solving purchase has been explained by a simple thee-stage model: 
awareness of the brand or product, trial, repeat purchase will take place if trial was 
satisfactory (Arens, 1999; Kempf, 1999; Mittal & Kamakura, 2001). 
Our argument here is that purchase of dairy products is not so simple and a consumer 
does make a choice decision even though it may be limited to habitual involvement. 
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Fresh milk over a period of time, after trials, may become habitual purchase while a lot of 
other products like yogurt, and cheese offer a lot of variety to choose from. Even fresh 
milk may involve certain decision making depending upon the actual need and 
consumption pattern (Low fat milk for making tea, tetra pack milk for longer shelf life). 
A consumer while standing in front of an aisle of dairy products today has a lot of choice 
to select from different brands, pack sizes, price points, and imported vs. regional 
produced produce. Flavour, nutritional information, freshness, taste, healthier options are 
among different alternatives to choose from. There are a variety of products (cheese and 
yogurt based drinks) to choose. Increasing health consciousness makes consumer look for 
relevant product (low fat milk, low fat cheese). Food safety has been considered the most 
important subset of food quality amongst the others (Hooker & Caswell, 1998). Consumer is 
increasingly aware and wants to make a choice decision in the interest of his family. 
2.1.3 Problem Recognition 
Problem recognition or need recognition is the first step of the consumer decision 
making. It is due to the difference between what is perceived to be the ideal or desired 
state compared with the actual state (the consumer's current position) of affairs at any 
point in time and this can either be minimal or immense (Hawkins et al, 2001; Bearden 
et al, 1997). Simple decision making processes require relatively little time efforts and 
are more common decisions (Brassington & Pettitt, 1997; Swait, 2000) like purchase of 
food for daily consumption. 
Problem recognition requires both the willingness and the ability to fulfill the emerging 
need (Engel et al, 1995; Brassington et al, 1997; Hawkins et al, 2001). A need must 
first be "activated" before it can be "recognized" and till there is a need for a product, no 
sale will take place (Burgess, 1998, Kotler, 2000; Nelson, 2001). An example is the way 
in which youngsters are targeted by the milk industry and encouraged to drink more milk. 
Consumer problem solving may also involve careful evaluation and weighing of 
utilitarian (or functional) product attributes. Buying and consumption generally reflect a 
mixture of both the utilitarian and the hedonic. Utilitarian needs are related to utilitarian 
and hedonic needs related to desire for pleasure and self-expression (Churchill & Peter, 
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1998; Wang & Chen, 2000; Frogas & Ciarrochi, 2001). Many potential factors can act as 
catalysts in activating the recognition of needs or simply prompt consumers in satisfying 
a need or want. The most relevant categories that are able to cause problem recognition 
are the following-
1. Product consumption itself may trigger need recognition like in most case of fresh milk 
buying in India. For example, a mother in the house has given milk to her son in the 
morning breakfast. She knows that she will have to get more milk on her way home from 
work for evening tea as well as for drinking at night. Thus, need recognition occurs 
because of an anticipated need in the immediate future resulting from a change in the 
actual situation (Burgess, 1998). 
2. Acquiring a product may, in turn, activate the need for additional products (Burgess, 
1998; Setlow, 2001). A typical example would be a Sri Lankan consumer that consumes 
tea or coffee routinely. Condensed or milk powder needs to be purchased or be available 
at home for preparation of tea or coffee. 
3. The passage of time may be a potent activator of consumption needs. As consumers grow 
older, they often experience changes in their tastes and values, which in turn, alter their 
desired state (Hawkins et ai, 2001; Allegrezza, 2000). Children drink fresh milk while as 
we grow we start consumption of products like tea and coffee with milk. 
4. The changes in a consumer's life can activate a need. Changes within the family can also 
trigger need recognition. The birth of a child, for instance, results in modified 
requirements for milk and baby milk powder. 
5. Marketing influences are able to act as a potential motivator. The consumer identifies or 
recognises the problem, independently from the marketer, and looks for a solution 
(Hawkins et ai, 2001; Mamey, 2001). Probiotic yogurt drinks are an example where 
marketing influences motivate people to consume healthier drinks. 
A household will have family members of different age's groups. The decision maker in 
the family has to consider the needs of all the members and buy the products accordingly. 
As a household it does require a choice decision based on needs as well as factors like 
preferences of each member, price, convenience and store choice. This would mean that 
convenience stores have to adapt or provide goods according to how consumers change 
mentally and physically (Burgess, 1998; Alreck, 2000). 
2.1.4 Information Search 
Information search is an important component of consumer problem solving and decision 
making (Janis & Mann, 1977). In the consumer behaviour literature, consumer 
information sources are generally discussed within the context of consumer search 
behaviour (Loudon & Delia Bitta,, 1993; Mowen & Minor, 1998). Once need recognition 
has occurred, the consumer may then engage in a search for satisfying the need (Moorthy, 
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1995; Burgess, 1998; Kotler, 2000; Chiquan, 2001; Hawkins et al, 2001). The primary 
drive behind pre-purchase search is the desire to make better consumption choices 
(Hawkins et al, 2001). The literature suggests that information which consumers need in 
order to assess the alternatives that are available in the market can be obtained on two 
levels, namely internal and external search 
Internal Search: Internal search refers to the consumer search via information recalled 
about the products from memory and is determined by the consumer's existing 
knowledge about the products and their ability to get relevant product information (Engel 
et al, 1993). Depending upon the type of problem encountered, the degree of internal 
search may vary (Mowen et ai, 1998). Previous research suggests that for low 
involvement purchase processes, internal search tends to be highly limited. At times a 
past solution is remembered and the relevant information is used (Engel et al, 1995; 
Bettman et al, 1998; Levy & Weitz, 1998). Consumer's reliance on existing knowledge 
would seem inadequate for suggesting that decision-making has not take place 
(Schiffman & Kanuk, 2000). Existing knowledge be may not be perceived sufficient 
when the present consumption problem is perceived to be different from those in the past 
(Churchill & Peter, 1998; Swait, 2001). First-time buyers are unlikely to possess the 
necessary information for decision-making while experienced and satisfied buyers may 
find their knowledge to be inadequate for products that were purchased a long time ago. 
Also prior research has found that if the consumer has been satisfied with his prior 
purchases then only internal search may be sufficient (Shiv & Huber, 2000) to purchase 
the same product. 
The amount of time between purchase occasions is referred to as the inter-purchase time. 
A family, for instance, that buys milk everyday from a store would have an inter-
purchase time of about twenty-four hours. It is during the inter-purchase time that there 
are possible significant product changes in terms of prices, features, new brands and new 
stores. Consumers in Sri Lanka may not buy the milk products daily and hence the inter-
purchase time will be weekly or fortnightly. This type of behaviour is expected in 
Bangladesh too. When internal search proves not to be a totally reliable option; the 
consumer may decide to collect additional information from the environment (Bettman et 
al, 1998, Levy & Weitz, 1998). 
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External Search: External search is applied when the internal search is not sufficient to 
satisfy consumer needs and involves largely personal interaction by marketing sources or 
personal sources like word of mouth (WOM), friends and family or neutral sources like 
mass-market communication like advertisements (Ray 1973; Holbrook & Hirschman, 
1982). Marketing sources include the product itself, packaging, salespeople, display, 
promotion, advertising and other sources under the control of the marketers (Hawkins, 
Best & Coney 2001). 
Personal sources include all forms of interpersonal communication covering products not 
under the control of marketers like family influence, friend's recommendation, word-of-
mouth communication and personal observation (Tan & Dolich, 1983). Neutral sources 
are independent assessments of the products and often provide objective evaluations of 
product characteristics. They include mass media, government reports, consumer oriented 
reports and publication from independent product-testing agencies (Loudon &Della Bitta, 
1993). 
Bruner (1988) further classified information sources into four quadrants by classifying 
whether the information is from personal interactions and or marketers. These four types 
of information sources are: Personal- Marketer dominated (e.g. Salesperson), non 
personal- marketer dominated (Television advertising), personal - non marketing -
dominated (friends, family members), non personal -non marketing dominated members 
(doctors). 
Consumers also seek information to enhance decision quality or to reduce risk (Bettman, 
1979; Pung & Staelin, 1993) especially when food safety is an issue. The cost of search 
includes both time and money (Churchill & Peter, 1998; Levy & Weitz, 1998; Hawkins 
et al, 2001; Swait, 2001) which the consumer weighs to know the cost-benefit equation 
and hence convenience and price as a factor plays an important role. 
In our study, Bruner's (1988) classification has been considered and salespersons, 
doctors, government agencies, TV advertisements and information from friends and 
family members have been evaluated. Marketing sources that were considered for the 
present study include information from salespersons, advertisement and some product 
attributes. While family and friends, doctors have been considered as personal sources. In 
22 
our study, government sources too have been considered as an information source for 
evaluation. 
2.1.5 Alternative Evaluation 
The third step in the consumer decision-making process is alternative evaluation which 
may be defined as the process by which alternatives are evaluated and selected to meet 
consumer needs (Engel et al, 1995; Churchill & Peter, 1998; Kotler, 2000). As 
consumers judges alternative brands/products on numerous evaluative criteria, they use 
decision rules to make a selection from the choice alternatives which can range from 
basic procedures requiring very little time and effort to highly structured and complex 
one requiring more time and efforts(Engel et al, 1995; Hawkins et al, 2001). By 
evaluating alternatives, consumers try to identify which purchase will deliver the greatest 
value weighed against expected costs (Churchill & Peter, 1998). Each consumer 
interprets physical and social stimuli differently to accommodate themselves within their 
overall view of themselves and the things they buy (Foxall & Goldsmith, 1994; Bradley, 
1995; Churchill & Peter, 1998). 
The most recent decision rule models see the process as being cognitively oriented and 
that consumers shape judgments largely on a conscious and reasonable foundation 
(Kotler, 2000). Consumers are constantly having to make trade-offs between the quality 
of their choice and the amount of time and effort that is needed in executing the decision 
(Brassington & Pettitt, 1997; Lee, 2000). This type of thinking is more common in items 
such as fresh milk, which do not require a lot of thinking and thus lack in importance 
(Mittal & Kamakura, 2001). 
Product Attributes- Price, Brand Name and Country of Origin: Generally speaking 
price, brand name, country of origin are the most cited criteria that consumer use to 
conduct the alternative evaluation (Engel et al, 1991). Consumers often use surrogate 
indicators or signals such as the price of well known brands when they ascertain a 
product's attributes or performance level (Boulding & Kirmani, 1993; Chang & Wildt, 
1996; Hawkins et al, 2001). When knowledge about the product category is low or 
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external information regarding product is lacking, price may be used as a surrogate 
indicator of the quality of the product (Gerstner, 1985; Oldon & Jacoby, 1972). 
A brand name's potential to influence a person's product evaluations has been well 
investigated (Aaker, 1995; Peters, 1999). The brand name may serve as a surrogate 
indicator of product quality and in many cases will motivate some consumers in making a 
particular choice (Dodds et ai, 1991). The popularity of brand name in fresh milk 
category is an example though all the products will have similar composition. 
Researchers found that the country of origin cue is also crucial criterion that consumers 
rely upon to evaluate alternatives (Johansson et al, 1985; Hong & Yi, 1992; Ahmed et 
ai, 2002). Country of origin refers to the way a consumer considers, where a product is 
produced as part of their evaluative criteria. In this era of increasing globalisation 
consumers may be committed to patriotism and prefer locally produced products 
(Kaynak, 2000; Cateora & Graham, 1999; Swanepoel, 2002). 
Although price, brand name and country of origin are the most preferred evaluation 
criteria in literature, consumer may vary the most preferred evaluation criteria's across 
different product categories. Situational factors (location convenience) (Dickeson, 1982; 
Miller & Ginter, 1979), comparability (Bettman & Sujan, 1987; Corfman, 1991), 
motivations (Ratchford &Vaughn, 1989; Hirschman & Holbrook, 1982) and consumer 
involvement (Rothschid, 1979) are factors that may influence the evaluation criteria. 
The surrogate indicators most relevant to this research study are brand name, country of 
origin and price and store choice. 
2.1.6 Purchase 
There are certain concerns which the consumer must address in executing a purchasing 
action, such as whether to buy, when to buy, what to buy, where to buy, and how to pay 
(Kotler, 2000). A consumer may go through three fundamental sequences when making a 
purchase decision, (Engel et al., 1993). The first sequence is when a consumer selects an 
outlet first then followed by a brand (fully planned purchase). The second sequence 
would be when a consumer selects a brand followed by an outlet (partially planned 
purchase), whilst the third sequence (impulse purchase) will have simultaneous selection 
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of the two criteria. (Hawlcins et al, 2001). These sequences are heavily influenced by the 
attributes of the outlet (location, display of products), the product (pack size, label 
information), consumer characteristics (health concerns) and situational influencers (such 
as social surroundings). 
The present research has primarily focused on outlet choice, influence of product 
attributes and consumer health concerns for purchase of dairy products. 
2.1.7 Post Purchase Evaluation 
The post purchase evaluation is the last step in the consumer decision-making process 
and deals with the way that a consumer evaluates, uses or consumes a product after 
purchasing it (Engel et al, 1995; Hawkins et al, 2001). As an outcome, a consumer may 
be dissatisfied or satisfied with the purchase. Some research results have revealed that 
approximately a third of consumers have shown dissatisfaction with the product or 
service that they have paid for (Singh &Wilkes, 1996) 
The dissatisfaction can generally be expressed in various forms (Kotler, 2000; Hawkins 
et al, 2001) namely, 
1. Voice responses - complaining to the store or manufacturer, 
2. Third party responses - taking legal action, 
3. Exit options - stop buying a product, and 
4. Private responses - negative word-of-mouth communications and changing 
consumption patterns (such as switching brands). 
Many people that are unhappy with their purchase don't actually complain. 
Dissatisfaction, on the other hand, is seen as a poor indicator of complaint behaviour 
(Jones & Sasser, 1995; Blakeley, 2000; Lewis, 2000; Mulkem, 2001). Unsatisfactory 
experiences can encourage customers to patronize other stores and brands. Determinants 
of complaint behaviour have also been linked to internal and external influences. The 
satisfaction or dissatisfaction will influence the consumer decision process for their next 
similar purchase, especially at the stage of need recognition and information search 
(Burgess, 1998; Levy & Weitz, 1998). 
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2.1.8 Model of Consumer Behaviour 
Because of the inherent complexity in understanding consumer behaviour, models of the 
buying process have been constructed by various authors (Belch & Belch, 1998; 
Churchill & Peter, 1998). These models indicate the stages through which a consumer 
passes from awareness of a need for a product or service to the actual purchase of the 
product, and the eventual evaluation of the purchase. The principal aims of these models 
are to predict future behaviour, based on the measurement of relevant variables, and the 
explanation of this behaviour in terms of theoretically relevant constructs (Foxall & 
Goldsmith, 1994; Sproles & Burns, 1994). Engel (1993) presented a complete consumer 
behaviour model in which environmental influence and individual difference are 
variables that influence the consumer decision making process in all the five stages. 
Engel et al, (1995) and Hawkins et al, (2001) proposed a more detailed model focusing 
on specific influences—both external as well as individual. Among these influences, 
culture is one of the most important factors that has an impact on the consumer decision 
making. 
Culture is referred to as the complex whole that includes knowledge, belief, art, law, 
morals, customs and any other capabilities and habits acquired by humans as members of 
society. Culture includes abstract and material elements. It influences attitudes, values, 
personality types, religion and material possessions and so on (Rice, 1993; Burgess, 
1998; Kotler, 2000; Tian, 2000; Hawkins et al, 2001). In this context, the present study 
has adapted model proposed by Hawkins et al, (2001). 
2.2 Culture and International Consumer Behaviour 
The world economy is largely considered cross-cultural (Luna & Gupta, 2001) but only 
lately has international consumer research shown promising developments (Wang, 1996), 
not only in marketing but in social sciences in general (McCracken, 1990). Culture's 
influence on consumption and consumer behaviour has received some attention in the 
marketing and consumer behaviour disciplines, at the national and international level 
(Engel et al, 1995). According to de Mooij (2004), culture is the all-encompassing force 
which forms personality, which in turn is the key determinant of consumer behaviour. 
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Culture has the broadest influence on all dimensions of human behaviour. McCracken 
(1990) saw culture: as the lens through which we see and interpret the world and as a 
blueprint of human activity. 
2.2.1 Culture 
One of the earliest definitions of culture is by Tylor's (1871), in McCort and Malhotra 
(1993), who defined it as "the complex whole which includes knowledge, belief, art, 
morals, custom and any other capabilities and habit acquired by man as a member of 
society". This definition set the tone for subsequent contributions that share the all 
inclusive nature of culture of aspects of human life in a society. Some of the key 
definitions proposed in literature are mentioned in Table 2.2.1. Culture is a complex 
phenomenon and refers to "the norms, beliefs and customs that are learned from society 
and lead to common patterns of behaviour" (Assael, 1992). 
At the core of every culture, there exists a common set of values, ideals and assumptions 
about life that are widely shared by members of a society. The values are transmitted 
from one generation to the next through the process of learning and interacting with one's 
environment, rather than through the genetic process (Ferraro, 1994). The consumption of 
fresh milk every day is an example of how the drinking habit is passed from one 
generation to other in India. Similarly, making yogurt at home and eating yogurt during 
day time is a part of culture which is passed from one generafion to others by process of 
learning. Reviewing literature from psychology, anthropology, consumer behaviour, and 
international marketing, McCort and Malhotra (1993) contend that "culture impacts 
virtually every construct of concern to marketers. 
2.2.2 International Consumer Behaviour and Cross Culture Studies 
International consumer behaviour emerged in the sixties (Wang, 1996) or in the early 
seventies (Douglas, Morrin & Craig, 1994). Dichter, (1962) recognised the role of 
cultural anthropology for studies of consumers in marketing: "close observation of 
customers, and potential customers, all over the world reveals that there are some striking 
similarities, yet at the same time a considerable degree of difference". Hall (1960) 
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emphasized the importance of culture as a silent language in overseas business. Elinder 
(1965) believed in the existence of a common European consumer despite different 
languages downplaying role of culture. Sheth & Sethi (1977) in an early attempt to 
"explain differences among cultures in their perceptions, evaluations, and consumption 
behaviour of a common product or service", developed a comprehensive theory of cross-
cultural buyer behaviour. 
Table 2.2.1: Some Major Definitions of Culture Proposed in Literature 
Author s (Year) 
McCort & 
Malhotra, (1993) 
Berry (1992) 
Erez & Earley 
(1993) 
Erez & Earley 
(1993) 
Erez & Earley 
(1993) 
Hofstede(1984) 
Sojka and 
Tansuhaj 
(1995) 
Key defining characteristics 
"Culture is that complex whole which includes knowledge, belief, art, morals, 
custom and any other capabilities and habits acquired by man as a member of 
society". 
"the total social heredity of mankind". 
"On a cultural level we view the organized set of rules or standards as such, 
abstracted, so to speak, from the actor who is committed to them by his own 
value-orientations and in whom they exist as need-dispositions to observe these 
rules. Thus a culture includes a set of standards. An individual's value-
orientation is his commitment to these standards". 
"Culture consists in patterned ways of thinking, feeling and reacting, acquired 
and transmitted mainly by symbols, constituting the distinctive achievements of 
human groups, including their embodiments in artifacts; the essential core of 
culture consists of traditional i.e. historically derived and selected) ideas and 
especially their attached values." 
Culture is "a subjective perception of the human-made part of the environment. 
The subjective aspects of culture include the categories of social stimuli, 
associations, beliefs, attitudes, norms and values, and roles that individuals 
share". 
The collective programming of the mind which distinguishes the members of one 
human group from another. 
A dynamic set of socially acquired behaviour patterns and meanings common to 
the members of a particular society or human group, including the key elements 
of language, artifacts, beliefs and values. 
Source: Prepared by researcher 
Wills, Samli & Jacobs (1991) presented a global product strategy development decision 
model. They considered the nature and degree of consumer involvement in the product 
category in each target country as the first step in developing a global product strategy. 
Raju's A-B-C-D paradigm model (1995) shared the objective of understanding purchase 
and consumption processes within cultures. It considered the purchase and consumption 
process in any culture along four sequential stages: access, buying, consumption, and 
disposal. The buying stage included all factors that influence decision-making. This study 
had a comprehensive approach since it included both the factors that influence 
consumers' economic and physical access to products and post-consumption behaviour. 
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Samli (1995) proposed a model based on the idea that individual consumer factors that 
influence purchase situations are "prescreened and further modified by culture and other 
environmental factors by individuals who already have developed a certain culture bound 
personality". This model included an internal feedback effect, suggesting that changes at 
the consumer level might be incorporated into the culture of the society, thus highlighting 
the evolving nature of culture. 
Manrai & Manrai (1996) suggested a model of the effect of culture on consumer 
behaviour. Components or consequences of culture were classified into social, personal, 
and psychological categories. These were further classified as intermediary variables or 
processes influencing consumer behaviour domains: product acquisition and consumption 
behaviour; adoption/diffusion of innovations; complaining/complimenting behaviour; 
responses to advertising/marketing communication; responses to distributional aspects; 
and responses to pricing aspects. 
Luna & Gupta (2001) postulated the dual direct and indirect (through Marketing 
communications) influence of culture on consumer behaviour through its manifestations: 
values, heroes, rituals, and symbols. Here, v alues are considered to have a central role, 
affecting other manifestations of culture. These values also determine forms of social 
organisation, habits and conventions, the communication system and roles and status 
positions for members of that society (Slowikowski & Jarratt, 1997). 
Based on a twenty-year review of cross-cultural consumer research, Sojka and Tansuhaj 
(1995) concluded that researchers had followed three approaches to operationalise 
culture: through language, through material goods or artifacts, and through beliefs or 
value systems. 
Lenartowicz & Roth (2001) report that almost 10% of the articles published in 10 
renowned journals in the period from year 1996-2000 have used culture as an 
independent variable. Consequently, a number of approaches have been used to identify 
culture and allow for its inclusion in empirical research. 
Lenartowicz & Roth (1999) termed "cultural assessment" to the approaches suggested to 
identify a valid cultural grouping and propose the following typology: ethnological 
description; use of proxies-regional affiliation; direct values inference (DVl) and indirect 
values. 
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(1) Ethnological description pertains to "qualitative approaches, typically 
sociological, psychological and or anthropological, used as bases for 
identifying and/or comparing cultures" (Lenartowicz & Roth, 1999). Hall's 
classification of high- and low-context cultures is such an approach, which has 
been used for international marketing purposes (Wills, Samli & Jacobs, 1991; 
Samli, 1995; Mattila, 1999; van Everdingen & Waarts, 2003). Although useful, 
this classification has limitations, as it merely allows the classifications of 
cultures along one dimension. Gannon (2001) uses metaphors as a method to 
understand and compare the cultural mindsets of nations. A cultural metaphor 
is defined as "any activity, phenomenon, or institution which members of a 
given culture emotionally and/or cognitively identify". It has been rarely used 
in international business (Lenartowicz & Roth, 1999). 
(2) Direct Values Inference (DVI). This approach comprises measuring the values 
of subjects in a sample, and inferring cultural characteristics based on the 
aggregation of these values (Lenartowicz & Roth, 1999). Hofstede's study of 
culture (1984, 1991, 2001) is such an approach. Schwartz's universal structure 
of values fits this approach as well (Schwartz & Bilsky, 1987, 1990; Schwartz, 
1992, 1994; Schwartz & Sagiv, 1995). Schwartz framework has not been used 
in marketing research (Furrer, Lantz & Perrinjaquet, 2003) but offers great 
potential in international marketing. 
Finally, several studies replicated Hofstede's study of work values using 
different scales (e.g., Dorfman & Howell, 1988; Fernandez et ai, 1997; 
Donthu & Yoo, 1998; Furrer, Liu & Sudharshan, 2000; Liu, Furrer & 
Sudharshan, 2001) or replicating Hostede's Values Survey Module (Hoppe, 
1990; Heuer, Cummings & Hutabarat, 1999; Merrit, 2000; Schramm-Nielsen, 
2000; Pheng & Yuquan, 2002). Of these, Hoppe's study (1990) has been used 
as an update of Hofstede's scores (Steenkamp, ter Hofstede & Wedel, 1999). 
(3) Indirect Values Inference/Benchmarks (IVI). This approach is based on the 
use of secondary data to ascribe characteristics of cultural groupings without 
directly measuring members of the group. The most notable example of this 
approach is the use of Hofstede's scores of national cultures (Hofstede, 1984). 
Hofstede's cultural framework constitutes, by far, the most influential and 
comprehensive survey and national cultural framework (Steenkamp, 2001; 
Smith, Dugan & Trompenaars, 1996) and is being used increasingly in 
business and marketing studies (Sondergaard, 1994; Engel et al., 1995; Dawar, 
Parker & Price, 1996; Sivakumar & Nakata, 2001; Shamkarmahesh, Ford & 
LaTour, 2003). Lenartowicz and Roth (1999) suggest caution in the use of the 
benchmarks approach: The concern with this approach is potential 
measurement error arising from the extrapolation of cultural values from the 
group assessed by the benchmark study to the sample being surveyed. This 
method, with caveats, is deemed adequate for formulating hypothesis and 
providing measures of cultures for cross-cultural studies with an indirect 
approach. 
4) Use of Proxies - Regional Affiliation, This is commonly used in business and 
this approach consists of defining culture based on characteristics that reflect 
or resemble culture such as nationality or place of birth (Lenartowicz & Roth, 
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1999). Culture has often been equated with nationality, constituting a widely 
used approach to operationalise culture (Hoover, Green, & Seagert, 1978; 
Dawar & Parker, 1994; Steenkamp, ter Hofstede & Wedel, 1999). In fact, 
culture, country, nation, and society are often used interchangeably (Sekaran, 
1983;Nasife/o/., 1991). 
However, caution is recommended given the imperfect correspondence between political 
boundaries and culture, even in culturally homogeneous countries (Sheth & Sethi, 1977). 
Steenkamp (2001) argued that there is empirical support for within and between-country 
differences; thus, culture can be conceptualised at the national level. Today's nations "are 
the sources of considerable amount of common mental programming of their citizens" 
(Hofstede, 1991), since nations having, a long history shall have strong force towards 
further integration. Cultures are developed within countries as a product of national 
patterns of early childhood and formative experiences, education, language, religion and 
geography. The patterns include concepts of the fundamental rights of the human beings, 
customs, along with feelings and attitudes, modes of life, traditions and beliefs, arts and 
letters and value systems (Shweder, 1991). All of them contribute to structure of the 
culture of each society, each state and hence, each country. It is the difference in 
composition of the various patterns and their relationships with each other that set the 
differences in the culture (de Mooij, 2004). 
The "proxy" approach has been used at different levels of culture. Culture can be defined 
on different levels of analysis, ranging from a group level to an organizational level or a 
national level (Erez & Earley, 1993) or on a group of nations such as the European Union 
(Steenkamp, 2001). For example, Mattila (1999) studied the influence of culture on 
purchase motivation in service encounters and differences between Asian and Western 
cultures. On the opposite pole, subcultures have also been studied (Lenartowicz & Roth, 
2001). Similarly, Dawar & Parker (1994) proposed the "ethno-geographic trade area" as 
an alternative operationalisation of culture, defining four cultural clusters: North 
America; EEC; non-EEC Europe; and others. 
Other proxies have also been used, such as the level of a culture's engagement in the 
retail sector (Dawar & Parker, 1994). Samli (1995) argued that consumer behaviour could 
be predicted using a scoring system on relevant cultural variables that would allow the 
identification of specific international consumer behaviour patterns. Clark (1990) 
proposed the concept of national character as an integrating construct for cross-cultural 
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studies. The national character concept was favoured by Keillor & Hult (1999) because it 
allowed for "a level of reconciliation between the concepts of'culture' and 'nation' as the 
components of national identity serve to bind societies together within national 
boundaries". Cultures do change, this change is believed to be very slow (Sivakumar & 
Nakata, 2001) and relative cultural differences are extremely persistent. 
2.2.3 Culture's Influence on Consumers - Theoretical Contributions 
In the last ten years, more research has been done on the relationship between culture and 
consumption (Ogden, Ogden & Schau, 2004). Briley, Morris and Simonson (2000) 
contended that the influence of culture is dynamic, being prompted or absent depending 
on the context, and proposed that cultural divergence did exist in decision-making but it 
was only activated as a function of giving reasons. One of the lessons learned from the 
field is that cultural variations have significant impact on the way people view the world 
and that these views ultimately affect their behaviour (Shweder, 1991; Manstead, 1997). 
Paralleling this recognition, the past two decades or so have witnessed an increasing 
amount of consumer behaviour research across cultures (Sojka &Tansuhaj, 1995). More 
significantly, many studies conducted in national and international settings have 
succeeded in establishing links between cultures and various aspects of consumer 
behaviour. 
Research by Bristow and Asquith (1999), Gurhan-Canli and Maheswaran (2000), Chudry 
and Pallister (2002) and de Mooij and Hofstede (2002) to name a few, revealed that 
consumers from different cultural backgrounds express certain significant differences of 
their own. McCort et al, (1993) hypothesize on cultural influence on individual cognitive 
functioning, namely perception, information processing, value systems, and self-concept. 
Similarly, Usunier (1996) proposes aspects of consumer behaviour that are influenced by 
culture: perception, motivation, learning and memory, group influence, age, self-concept, 
social class, sex roles, attitudes change, decision-making, purchase, and post purchase. 
Table 2.2.2 below lists consumer behaviour dimensions influenced by culture based on 
the theoretical contributions reviewed. The diversity of cultural behaviour dimensions 
that has been proposed to be impacted by culture is evident: all stages of the consumer 
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decision process; individual factors (self-concept or learning and memory); psychological 
processes (information processing), and, learning and environmental influences (social 
class or urban versus rural consumption patterns). Cultural diversity requires marketers to 
understand each group of consumers including their basic demographics, media usage, 
shopping behaviour, store patronage and consumption patterns and to use sophisticated 
marketing techniques to reach them. 
Table 2.2.2: Culture's Influence on Consumers - Theoretical Contributions 
Authors (Year) 
Dichter(1962) 
Sheth and Sethi (1977) 
Wills, Samli andJacobs (1991) 
McCort and Malhotra (1993) 
Raju(1995) 
Samli (1995) 
Usunier(1996) 
Manrai and Manrai 1996 
Engel, Biackwell and Miniard 
(1995) 
Luna and Gupta (2001) 
Consumer Behaviour Dimensions Influenced by Culture 
Degree of development of the middle class. 
Propensity to change. 
Involvement, learning and diffusion. 
Perception, information processing, value systems and self 
concept. 
Access: economic access; physical access. 
Buying behaviour; perceptions; loyalty; general attitudes 
toward. Marketing / consumerism; deeper analysis of consumer 
psyche. 
Consumption characteristics: product versus service 
consumption in culture; cultural orientation; social class/ 
reference group influences; urban versus rural sector 
consumption patterns. 
Purchase behaviour; post purchase behaviour. 
Perception, motivation, learning memory, group influence, age, 
self-concept, social class, sex roles, attitudes change, decision-
making, purchase, post purchase. 
Product acquisition and consumption behaviour; 
adoption/diffusion of innovations; complaining; complimenting 
behaviour; responses to advertising or marketing 
communication; responses to distributional aspects; responses to 
pricing aspects. 
Why people buy products - function; form and meaning 
Specific products people buy; the structure of consumption; 
individual decision making and communication. 
Consumer behaviour - cognition, affect. 
Source: Prepared by researcher 
2.2.4 Influence of Sub-Culture 
A subculture is a segment within a culture that shares a set of meanings, values or 
activities that differ in certain respects from those of the overall culture (Arens, 1999; 
Brassington & Pettitt, 1997). Any culture can be divided into several types of subcultures, 
each with its own characteristics, yet existing within the whole. It all depends on the 
researcher perspective just how detailed a division is required (Churchill & Peter, 1998; 
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Tian, 2000). A brief list of subculture dimensions with relevant examples is sliown in 
Table 2.2.3. 
Table 2.2.3: Example of Subculture Dimensions 
Nationality 
Religion 
Gender 
Age 
Racial group 
Geographic Region 
Income 
Indian, Bangladesh, Sri Lankan 
Hinduism, Islam, Budhism 
Female, Male 
Young, Adults 
Punjabi, Bengali, Singhalise 
Delhi, Colombo, Dhaka 
High, Middle, Low 
Source: Adapted from Kotler, Marketing Management, Millennium edition, New Jersey, U.S.A.: Prentice 
Hall, 2000 
Everyone is part of several subcultures (Hawkins et al, 2001). Subcultures tend to 
transfer their beliefs and values from generation to generation. Racial, religious and 
ethnic backgrounds affect consumers' preferences for styles of dress, food, beverages, 
transportation, personal care products and household furnishings (Burgess, 1998). 
Religion: One important element of a cultural phenomenon that has considerable 
influence on people's values, habits and attitudes is religion (Belzen, 1999). While many 
marketing texts recognise that religion can have important effects on international 
marketing decisions (Griffin & Pustay, 1996; Kotabe & Helsen, 1998; Jain, 1996; 
Cateora & Graham, 1999; Terpstra, 1991) religion as a consumer characteristic has been 
relatively under-researched. In present research, religion has not been considered as a 
variable; even though the three capital cities viz. Delhi, Dhaka and Colombo are 
predominantly inhabited by followers of Hinduism, Islam and Buddhism, respectively. 
Food Choice Behaviour: It has long been recognized that food availability and cultural 
factors are dominant in food selection. Cultural influences lead to differences in the 
habitual consumption of certain foods and in traditions of preparation, and in certain 
cases can lead to restrictions such as exclusion of meat and milk from the diet (Lau, 
Krondl & Coleman, 1984). The system of provision, including food production and 
manufacture, marketing, delivery and sale, has been shown to have a major impact on 
what people eat (Fine & Leopold, 1993). 
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In terms of food choice, various motivating factors such as taste, sensory appeal, habit, 
weight control, ethical concern (including ecological welfare, political values and 
religion), price, convenience and stress have been shown to influence food selection. 
These factors may be categorized as those related to the food; to the individual making 
choice and to the external economical and social environment. Choice of what to eat is 
typically made according to what is obtainable (food domain), what is acceptable 
(environmental domain), and what is preferred (individual domain). At the individual 
level, food choice is most often concerned with more immediate aspects, such as taste, 
monetary constraints (the cost of the product against the income), well-being (health). At 
the individual level, taste or sensory appeal, likes and dislikes, and sheer habit are all 
relevant (Krondl & Lau, 1982; Rozin, 1984; Parraga, 1990). 
Pioneering work has been done by Steptoe (1995) in form of designing a Food Choice 
Questionnaire (FCQ) to assess the importance an individual gives to a range of factors 
while selecting food (Steptoe, Pollard & Wardle, 1995). Price, health, convenience and 
sensory appeal were endorsed as the strongest determinants of food choice. Though, food 
frequency questionnaires have generally been shown to be reliable and valid, several 
investigators have suggested that determination of frequency of consumption alone can 
be sufficient for establishing relative food choice (Horwath, 1990). 
Food choice could have been a criterion to understand as well to explain the differences 
between consumptions behaviour of respondents. However our current research focus 
continues to be on the purchase behaviour and is restricted to determination of frequency 
of purchase of products. 
2,3 Demographic Factors 
Demographics describe a population in terms of its size, structure and distribution. Size 
refers to the number of individuals in the society, while structure describes the society in 
terms of age, income, education and occupation. Distribution refers to the physical 
location of individuals in terms of region, location- rural or urban. Apart from the 
influence of cultural factors on consumer decision process, demographic factors such as 
age, gender, income level, educational level may also influence the consumer decision 
process and cause deviation from general patterns of consumer decision making. 
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Demographics are both a result and a cause of cultural values. Gender, income, 
education, income and age differentiate the consumer's information search process 
(Schaninger & Sciglimpaglia, 1981; Zeithamul, 1985; Shermanetal, 1987). Demographic 
variables such as gender, age, and income and education attainment are frequently used 
for market segmentation purposes, primarily because these data are the most readily 
available and easy to measure among individual consumers (Pol, 1991). Due to economic 
growth a large group of young, educated and wealthy consumers has emerged in the 
Indian sub-continent and hence consumption preferences are changing dramatically 
among the young generation that has been exposed to the outside world and also has 
more disposable income (Gong, 2003). 
Disposable income is an important factor affecting purchasing and variety seeking 
behaviour. About one third of the India's population is young - roughly they number 25 
million. The younger generation is driving growth in health oriented products; moreover 
they are more educated and are increasingly influencing family decisions. Researchers 
argue that occupation and education directly influence preferences for products while 
income enhances purchase but not necessarily causes or explains them (Mulhern, 
Williams & Leone, 1998). Income, age and ethnicity have a major influence on items 
purchased from a store (Johnson, 1997). 
Age carries with it culturally defined behavioural and attitudinal norms (Alreck, 2000). 
Age shapes the media one uses, outlet choice, usage of products and information and trust 
on sources (Goode & Moutinho, 1996). People buy different goods and services 
depending on their stage in the life cycle (Derick & Lin field, 1980). In a study of 
consumer information acquisition, Schaninger and Sciglimpaglia (1981), found that older 
consumers and lower education consumers process less information and examine fewer 
attributes and alternatives. Kinley, Conrad and Brown (2000) found that younger male 
consumers rely more on personal information sources than do older adult male 
consumers. Research has also demonstrated different psychological characteristics 
between different age groups. For instance, younger consumers tend to be more lifestyle 
conscious, exhibit hedonistic or recreational shopping orientations (Wang et al, 2000) 
and less brand loyal (Wang et al, 2002). They are expected to buy flavoured yogurt and 
desist from butter. In addition, researchers (Stone 1954; Gilbert & Warren 1995) have 
36 
found that lower income earners are more economical and price conscious. They may 
prefer to make yogurt at home rather buying branded yogurt. Affluent consumers, on the 
other hand, are generally more quality and brand conscious. 
With regard to Education, Gehrt and Carter (1992) reported that people with lower 
education levels tend to have a recreational shopping orientation. This segment may like 
to go for super markets and shopping malls rather then neighbourhood stores. They enjoy 
shopping in stores and shopping centers. Highly educated consumers, however, tend to 
look for high quality, brand-name products and make purchase from a variety of 
locations. Females, older and more educated respondents have major influence on "trying 
to eat healthy". 
Occupation is also related to education and level of income and is often linked to 
consumers' shopping orientation (Mulhern et al., 1998). White-collar workers are 
generally more lifestyle conscious (Gilbert & Warren, 1995), quality conscious and brand 
loyal (Shim, 1996) than blue-collar workers. It was found that white-collar workers tend 
to be more economical (Evans et al, 1996; Bellenger & Korgaonkar, 1980). Similarly, 
Gehrt and Carter (1992) found that households with more professionals are recreational 
shoppers, while households with fewer professionals are convenience shoppers who are 
conscious of pricing. 
Research has also indicated that demographic variables are often associated with 
shopping orientations. Females have been found to be more aware of, and interested in, 
fashion than males (Haynes, Burts, Dukes & Cloud, 1993) and they are "aspirational" 
shoppers who are interested in leisure and recreational shopping (Evans, Christiansen & 
Gill, 1996). Males, on the other hand, tend to be brand loyal shoppers (Shim, 1996). 
Females tend to be more inclined to healthy food. 
Research shows that men are less likely to complain when dissatisfied with a good or 
service (Schwartz & Overton, 1997; Solnick & Hemenway, 1992); less likely than 
women to spread negative WOM (Smith & Cooper-Martin, 1997); less likely than 
women to read labels for nutritional information (Mueller, 1991; Mangleburg, Grewal, & 
Bristo, 1997) and are significantly less likely than women to use specialist magazines as a 
source of information prior to purchasing expensive goods. Role structure and decision 
making within the family appear to be related to culture and subculture too. Imperia et 
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ai, (1985) in their cross cultural study reported that husbands in less developed nations 
made significantly more unilateral decisions than husbands in developed nations and 
more joint decisions were made in developed nations. 
Ethnicity and Dairy Products: In Philippines, the frequency with which the households 
purchased milk and milk products was on average weekly basis (Agravante, Ramin & 
Alunan, 2001). The quantity of milk and milk products purchased increased as the size of 
the household increases as well with income. In a survey conducted on 300 household in 
Philippines, Milapar, Ramin & Collado, (2001) found that daily consumption was found 
to be directly associated with the educational attainment of the housewives and income of 
the family. Majority of the households buy milk from grocery stores and the place of 
purchase was not affected by either income or the size of family. 
In the study on Belgium consumers, Goosens, Issoufou & Tollens (1998), posited that 
consumer behaviour of households is determined by income and the number and age of 
households (especially the number of adults and children below 8 years). In their analysis 
of selected aspects of consumer behaviour on milk beverage market, Gorska-Warsewicz, 
(1999) concluded that the amount of monthly purchase and consumption was positively 
correlated with household income. Age influenced the level of milk consumption. The 
importance of brand in the purchase process was higher in the group of consumers with 
higher education level. Similarly, in the purchase of butter and margarine, price, 
household size and previous purchases, seasonality and composition affect the consumer 
behaviour (Gould, 1998). Similarly, in the Slovakian study on cheese, consumption was 
influenced by cheese price and also by income (Havrila, 1997). In a similar study on Irish 
consumers, the average housewife purchasing yogurt was generally under 40 years old, of 
middle or upper class background and tended to purchase a particular brand on taste 
preference (Wafer & Shanahan, 1974). In the study on consumer characteristics 
associated with preferences towards milk products in Japan, Watanabe, Suzuki, & Kaiser 
(1997), found that men, middle aged people and people with no calcium concerns prefer 
beverages to milk while younger people, large family size and people with calcium 
concerns (health) consume more milk. 
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In India, in a study of buyers of dairy products in Nainital region, in the Nortliern State of 
Uttrakhand (Badola, 2003), a total of 100 respondents were surveyed on their reasons for 
consumption, reasons for buying and amount of milk products purchased. It was found 
that family size, occupation and annual family income directly affected the level of 
consumption of milk products. Out of the total household expenditure, 48.65% was on 
liquid milk, 32.60% was on ghee and butter, 3.25% was on paneer, and 6.13% was on 
milk powder. Urban households were consuming about 16 kg milk in excess of their 
requirements. The most desirable attribute for purchasing was the brand, which was 
selected based on low pricing, good flavour, taste, availability, freshness, quality and 
packaging, advertisement, sales promotion. Packaging was important for ghee, butter, 
powder milk. Jain & Patel (1987) in another study on inter-occupation differences in the 
consumption patterns of milk and milk products in the North Indian State of Haryana, 
found that professional workers spent most followed by cultivators, businessmen and 
retail traders, clerical and related workers, and unskilled labourers. Expenditure on milk 
and milk products was elastic for all occupational groups in rural areas but inelastic for 
liquid milk in the urban sector for professional workers and clerical and related workers. 
In their Taiwanese study, Hsu (2001) found that large households purchase more milk 
products (Hsu- Lu & Kao-Juisheng, 2001). Shu and Lin, (2006) in their study of Taiwan 
consumer behaviour for liquid milk summarize that consumers who purchase larger 
quantities of fluid milk are those who have relatively higher household incomes. The 
taste and flavour of fluid milk products are the attributes that consumers value. 
Consumers who purchase more fresh milk products pay more attention to the fat content, 
calcium content, and whether the products have the certified labels. Consumers who 
consume large quantities of yogurt drinks value overall beneficial bacterium attributes of 
the products. 
In a similar study of consumer demand, household consumption patterns were analyzed 
according to income, environment and socio—professional categories in France (Yon, 
1976). It was found that socio-economic factors were less important than habit. Other 
factors that influence consumption are prices, quality, publicity and method of 
distribution. Mitsostergios (1994) concluded that fresh pasteurized milk purchasing 
behaviour is influenced by economic factors such as price and income, as well as by non-
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economic factors such as concern about diet and health, growth of vegetarianism, 
convenience, household's life cycle and advertising. The study also concluded that the 
concern about health of consumers, strong advertising campaigns, as well as the age and 
economic status of respondents, influence consumer choice towards fresh pasteurized 
milk. 
Research also suggests that various demographic characteristics can directly predict store 
format choice (Zeithaml, 1985; Arnold, 1997; Stone, 1998; Fox, Montgomery & Lodish, 
2004; Gehrt & Yan, 2004). Williams, Painter and Nicholas (1978) found that mained 
people tend to shop at medium priced retail stores. Research by Arnold (1997) and Stone 
(1998) provided empirical evidence that consumers who shop at large stores (e.g. 
warehouse clubs and super centers) differed from non-shoppers in terms of age, 
education, household size, and income. In a study of consumer shopping and spending 
across retail formats, Fox et al. (2004) demonstrated that household size, income, and 
level of education influence consumers' store format choices. Similarly, Gehrt and Yan 
(2004) found gender and education to be predictive of store format choice. However, age 
and income were found to be non-significant. 
In the present research, demographics data has been used to generate a profile of the 
consumers and study the differences in the purchase decision making patterns of 
consumers across the three cultures. 
2.4 Evaluation Criteria for Purchase of Dairy products 
Evaluative criteria are the various dimensions, features, or benefits a consumer looks for 
in response to a specific problem (Hawkins et al, 2007). Consumer preferences of 
product attributes vary according to product and socioeconomic nature of consumer 
(Uusitalo, 2001). The type of evaluative criteria a consumer uses in decision making 
varies from tangible cost and performance features to intangible factors such as taste, 
style, prestige, brand image (Rioo, Vasquez & Iglesias, 2001). Both tangible and 
intangible attributes of a product are equally important in choosing a product (Myers, 
2003). The attributes model proposed by Gwin and Gwin (2003) points that consumer 
choice is based on maximising utility from the product attributes subject to budget 
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constraints. Choice theory suggests that, consumers' decision making process depends on 
certain basic product attributes (Vishwanathan & Childers, 1999) 
Method of Evaluation: To determine the relative importance of evaluative criteria, both 
direct and indirect methods have been suggested. Consumer generally uses five decision 
rules for attribute based choices: disjunctive, conjunctive, elimination-by aspects, 
lexicographic and compensatory. Low involvement purchases like milk and milk 
products generally involve simple decision rules (first four) as consumer will attempt to 
minimize the mental cost of such decisions (Coupey, 1994). Attributes are the 
characteristics or features that an object may or may not have and includes both intrinsic 
and extrinsic (Mowen & Minor, 1998). Consumer wants products that will solve their 
problems and fulfills their needs (Mowen & Minor, 1998). Cultural, biological, and 
economical factors set the boundary conditions within which individuals choose dishes, 
food products, or ingredients (Rozin, 1998). However, it should be noted that in the 
present study, direct method for ranking of some of the evaluative criteria in terms of 
product attributes has been used. 
2.4.1 Packaging Attributes 
Packaging provides the consumers with benefits that they do not wish to be denied -
especially convenience, hygiene and safety. It has a major utilitarian function as 
packaging being easy to open, handle and resealed. It protects products from 
contamination (bacteria, changes in smell and taste, etc.) and from damage during 
transportation, handling and storage. Packaging is also an information carrier and also an 
important marketing tool: It makes products recognizable for the consumer and it 
provides consumers with important product information (mostly required by law) on 
ingredients, additives, 'best before' dates, producers, instructions (Zukunftsinstitut 
GmbH, 2005). Nevertheless, the same packaging is seen by the same consumer as 
wasteful because, once an item is home, it has no further value (INCPEN Report, 2007). 
In the study entitled "Challenges for Increasing Milk and Yogurt Consumption in Brazil" 
by Castro, Teixeira, Neves, Matheus (2006), various packaging options like plastic bottle, 
plastic bag and long life package were ranked. The most preferred one is by far the long 
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life package, with 70% of the preferences. The least preferred one is the plastic bag with 
just 8%. The more appreciated milk by the consumers in terms of package was the long 
life, because of convenience and also because was the cheapest alternative. Consumers 
rated taste, price and then convenience after the packaging. 
In Delhi, milk is sold in poly packs while it's uncommon to find the same in Sri Lanka 
and Bangladesh In Delhi, it is delivered daily by companies to outlets and consumers 
perceive it as fresh. Tetra pack milk is not so popular in Delhi where as in Sri Lanka, it's 
quite popular due to imports and price of the packaging. The most common pack sizes for 
milk in India, Bangladesh and Sri Lanka are 500 ml and 1 litre packs. The common 
consumer packaged seen in Sri Lanka and Bangladesh for yogurt is the mud plate which 
is considered to be natural apart from packaged curd in commercial forms from Nestle 
and New Zealand dairy. This is more uncommon in Delhi where curd in packaged form is 
sold in commercial plastic cups from companies like Amul, Nestle and Britannia. 
2.4.2 Price 
Food purchasing behaviour is influenced by economic factors such as price and income, 
as well as by non-economic factors such as concern about diet and health, growth of 
vegetarianism, convenience, household's life cycle and advertising (Mitsostergios et al, 
1994). 
The use of extrinsic cues such as brand names, price and appearance, etc. becomes 
important for supermarket settings when quality is difficult to evaluate as in the case of 
convenience goods such as food products. Price is an important attribute used by 
consumers to evaluate a product. Price can sometime be an indicator of quality, with a 
high price indicating quality (Mowen & Minor, 1998; Siu & Wong, 2002). Some 
consumer can be highly price sensitive whereby higher prices shift consumers to other 
brands (Mowen et al, 1998). This we see as an indicator of price difference between 
locally produced as well as products produced in Australia or New Zealand or between 
local and national brands. 
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Indian consumers too have been found to be price sensitive and quality conscious (Tuli & 
Mookerjee, 2004). On the other hand, a study conducted by Sirohi, McLaughlin & 
Wittink (2000) indicated that price does not play an important role in customer 
perception of product quality, especially when other cues such as brand name and store 
image are readily available to consumers. An interesting finding from Horton (1996) and 
Strachman (1997) is that price does not cause either positive or negative reactions from 
customers in supermarket environment. 
In their study on perceived influenced on food choice from EU member countries, 
(Lennemas, Fjellstrom, Becker, Giachetti, Schmitt, Winter, Kearney, 1997) based on 
1000 samples from each country's population concluded that the five most important 
factors influencing consumer food choice was quality or freshness (74%), price (43%) 
taste (38%), trying to eat healthy (32%) and family preferences (29%). Price seemed 
most important in underemployed and retired people. Taste and habit was more 
influential factors for men while quality and price followed by health concerns were most 
important for women. 
In a similar study on Irish nationals, Kearney & Kemey (1997) found that quality 
/freshness of food was the most frequently selected food choice factor followed by taste 
(43%) and trying to eat healthy diet (36%). Price was not so important factor. 
Stavkoval, Prudiloval, Toufarova, & Nagyova (1994) studied various factors namely; 
price, brand, quality, product attributes, habits, price reductions, advertisement, 
innovation and word-of-mouth influencing buying behaviour of Czech consumers on 
food. Respondents were classified on the basis of their annual income, residency, social 
group, age and education. They concluded that the factors quality, price, action/discount 
price, habit and product attributes showed a high degree of influence on the consumer 
behaviour of respondents. 
According to Dodds and Monroe (1985), price positively influences the perception of 
quality and inversely influences the perception of value and willingness to buy. Negative 
effects of perceived price on purchase intention were found in the research by Erickson 
and Johansson's (1985). Especially for frequently bought product categories, an internal 
reference price is more important construct affecting purchase behavior than an external 
reference price (Kalwani, Yim, Rinne, & Sugita, 1990). 
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2.4.3 Functional Information 
Consumers use the functional information available on label of packaged foods, 
primarily, to assist in product choice based on the brand, price/value, ingredient and 
nutritional content versus taste. In India, the green or red logo on product packaging 
signifies vegetarian and non-vegetarian content respectively. The cheese manufacturers 
are not allowed to use animal origin renett, while in Sri Lanka and Bangladesh most of 
the products that are imported may have renett. The importance of and interest in label 
reading to fmd out the functional information is to a great extent determined by life stage 
of a family, rather than purely age. Research suggests that, parents of young children are 
much more interested in reading labels for functional information than those without 
children or those with grown up children, particularly regarding the use of the nutrition 
information on a product. A person's health consciousness is also clearly a determining 
factor - those with self or medically-determined health priorities are again more label 
attentive. 
Information, particularly with respect to the provision of health and environmental, is 
increasingly being used to provide information about product characteristics that cannot 
otherwise be observed. In this context, TeisI & Roe (1989) emphasized the role of 
cognitive abilities, information, and time in defining the specific process by which 
functional information from label is translated into consideration of product attributes. 
Consumers may perceive the information about the products on label as a sign of the 
manufacturers' confidence in product safety since they are willing to display such 
information even though disclosure is not required by law (Wansink, 2003). For purchase 
of a new product a consumer haven't tried before or a product they don't usually buy or 
buy on a special occasion, most people use functional information by reading labels in 
the store, at the point of selection, prior to the purchase of a product. 
Studies from Asia Pacific: Presence of nutrition claims on the front of the package does 
influence decision to purchase (Donna & Rhonda, 2001). When consumers in Australia 
and New Zealand were asked if they were looking for any particular information on the 
pack of the product they selected, specific brand information was mentioned firstly. The 
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next three most salient items were price, a specific ingredient and then general 
ingredients, followed by a nutrient claim and specific nutritional information. 
Miles, Sachwager & Lenz (1995) used factor analysis to identify two perceptual 
dimensions that influences consumer's choice among whole, low fat and skim milk. The 
first dimension combines satisfaction and versatility attributes and the second combines 
health and nutritional attributes. While in a study on German consumers, respondents 
stated that they do not eat food because of their ingredients (e.g. carbohydrates, fat, 
protein, vitamins) but yogurt was eaten for proteins (Sijtsema, Linnemann, Gaasbeek, 
Dagevos, & Jongen, 2002). 
Effects of Nutrition Information: Nutritional information sometimes appears to have a 
positive effect on liking (i.e. an increase), sometimes a negative effect (e.g. a higher 
liking for the full fat labeled version), and sometimes no effect at all (Engell, Borja & 
Rolls, 1998; Martins, Pelchat, & Pliner, 1997; Westcombe & Wardle, 1997). These 
inconsistent results may be related to the type of products tested, to the precise way the 
information was worded, or to consumers' expectations about the products and attitudes 
towards nutrition. As regards the effects of nutrition information on actual food choice, 
significant shifts in prospective consumption of healthy foods (e.g., reduced fat cookies) 
have been observed, as well as insignificant or even counterproductive effects on the 
likelihood of trying novel foods (Engell et al, 1998; Martins et al, 1997). Some findings 
suggest that a "low-fat" label acts as a license to consume more than one would normally 
consume (Engell etal, 1998). 
Although general nutrition information was found to increase willingness to taste novel 
"healthy" foods in subjects for whom nutrition is important (McFarlane & Pliner, 1997), 
evidence remains inconclusive as to whether these attitudes are significantly related to 
eating behaviour (Engell et al, 1998; Wardle, Bellisle, Reschke, Steptoe, Davou, & 
Lappalainen, 1997). Use of terms to denote reduced fat/calorie is a key issue in the 
marketing of lighter dairy products. Highlighting the fat content of food products has 
often been used as a selling point appealing to consumers chips (0' Donnell, 1993; 
Drewnowski, 1998). Research has shown that the term "low fat" was most popular with 
UK consumers, French consumers preferred "reduced-fat" and the Germans had a slight 
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preference for "lite" over "low-fat" or "reduced-fat" (Gelardi, 1992). Fat content was 
usually monitored by people when choosing foods for themselves (or their partner). 
Blaylock et al, (1999) suggested that consumers face many trade-offs in their food and 
diet choices sucn as those between nutrition and taste, nutrition and price, nutrition and 
convenience, and/or between short-term costs (in terms of time, money, and perceived 
sacrifices in taste) and uncertain long-term benefits of healthy eating. 
Moon and Balasubramanian (2002) examined the effect of knowledge and awareness of 
health benefits of soy protein on consumer decisions to purchase and consumption 
intensity. They demonstrated that perception of health benefits, taste, and convenience 
are the main attributes that affect the decision to buy soy-based products. Ippolito and 
Mathios (1990) examined the effect of information (health claims in advertising) on 
consumer behavior focusing on the ready-to-eat breakfast cereal market and found that 
health claims result in changes in consumer behavior whereas nutrient content claims did 
not. Nonetheless, Roe, Levy & Derby (1999) suggested that a nutrient content claim and 
health claim have similar practical effects on information processing and product 
evaluation. 
Most of the external information received by the respondents is from advertising or their 
friends and acquaintances given information (Vladislava, Linas, Gintaras, 2005). 
Customer exactly know in advance what products they will buy, therefore the time of 
decision making at the product purchasing place is short 
2.4.4 Brand Name 
Brand name of the products is an important attribute. Brands have functional (product 
related) as well as symbolic dimensions (del Rio, Vasquez & Iglesiaz, 2001). A consumer 
looks for product usage effectiveness, value for money and reliability. The consumption 
and purchase of products is increasing regarded by consumers to improve self image for 
example increasing usage of life style products like low fat yogurt for breakfast. Big 
brands means better image and better product which is very relevant to dairy products 
due to health concems(del Rio et fl/.,2001). Some of the key brands available in the 
market have been mentioned in Table 1.6.2, Table 1.6.3 and Table 1.6.4. 
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Consumer product evaluation is influenced by memory. Brands that consumers believe 
offer superior value are most preferred brands (Myres, 2003). Perceived product 
performance is more important then actual product attribute performance (Mason & 
Bequette, 1998). Similarly, Myere (2003) concluded that brand equity is more important 
than actual attribute performance. 
Interestingly, brand name can influence how food products taste to consumers (Leclerc, 
Schmitt & Dube, 1994). Brand name is often used as surrogate indicator of quality. It has 
been found to be very important when it is the only information the consumer has and to 
interact with or on occasion, replace the impact of price (Richardson, Dick & Jain, 1994). 
In their study in India, Desai & Ratneshwar (2003) investigated the joint effects of three 
factors: brand familiarity, retail shelf display, and consumer goal orientation on certain 
food products (snacks). First, although high (vs. low) brand familiarity creates 
sufficiently favorable perceptions on another attribute, product taste, resulting in a net 
positive effect for brand equity on purchase likelihood. 
In their study in Brazil, Castro et al. (2006) observed that most considered attributes at the 
time of choosing milk were brand, price, package and finally functional properties. A 
very curious fact that emerged during the study was that the consumers do value the milk 
brand, contradicting a general perception of the market that the competition is solely 
based on price. Similarly, in the Indian context, Badola (2003) reported that the most 
desirable attributes for purchasing milk were brand, followed by low pricing, good 
flavours /taste, availability, freshness, quality and packaging, advertisement, sales 
promotion. Packaging was found to be important for ghee, butter, powder milk. 
2.4.5 Sensory Attributes: Freshness, Taste and Flavour 
Freshness and Taste: These attributes received the highest percent of "most important" 
ratings by US respondents when purchasing fresh/frozen beef or dairy products (Rich, 
2004). In another study on consumer attitude for dairy products in US, taste, safety and 
nutrition were found to be the most important in food selection (Bruhn, Cotter, Diaz-
Knauf, Sutherlin, West, Wightman, Williamson, & Yafee, 1992). Harris (1997) evaluated 
consumer preferences for taste, convenience and nutritional content by considering 
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purchase behaviors of Frankfurters using a hedonic model. It suggested that certain 
consumers value taste more highly than nutrition when purchasing food, at least for 
certain products. Hsu et ai, (2001) found that freshness was the most important product 
attributes for purchasing milk products in Taiwan. 
Perception of Flavour: It involves the integration of several sensations, both within and 
between sensory modalities. If a food is not perceived as positive in its appearance, smell, 
texture or taste, it is unlikely to be eaten (Hetherington & Rolls, 1996). Although taste 
and smell play a central role, the appearance of a food (e.g., its colour and shape), its 
texture, fat content and temperature, pain sensations (caused by, for example, chilli 
pepper cheese spread), and even the sound of chewing, also contribute to the overall 
flavour perception (Bartoshuk, 1991; Bartoshuk, 1993; McBride & Anderson, 1990). 
Mcllveen and Armstrong (1995) observed that UK consumers were not prepared to 
sacrifice taste and quality for the perceived health benefits of lighter products. While in 
case of Australians, Bhaskaran and Hardley (2002), emphasize, taste, quality, price and 
convenience as the primary factors affecting their food buying intent instead of the 
health. 
Fat Content & Taste: In a study by (Urala, 2005). the older participants explained their 
purchase decisions more with disease preventative reasons such as lowering of 
cholesterol levels. Health-oriented consumers rated products less favorably on fat content 
but more favorably on product taste (Kalpesh et. al, 2003). O'Brien Nabobs (1992), 
report that three out of four Americans consume low-fat and/or low-calorie products, the 
same percentage of consumers as in the UK, but these products are consumed by a lower 
proportion of the adult French population (Geraldi, 1992). The most popular low-fat 
products in the United States are low-fat dairy products, including cheese, yogurt and 
sour cream (O'Brien Nabors, 1992). Viaene and Gellynck (1997), identify the most 
popular Belgian light products as dairy products, while the most popular light product 
categories on the Irish market are lighter dairy products, soft drinks and salad dressings 
(Bogue & Delahunty, 1999). However, in countries such as France, Italy and Spain, India 
there is relatively little demand due to consumer requirements of taste and authenticity, 
rather than fat reduction (Hilliam, 1995). However, consumers' awareness of lighter 
foods is highest for dairy products such as milk (80%), and yogurt (68%) (Bogue et al.. 
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1999). Delahunty (1999) determined consumer preferences for a range of Cheddar-type 
cheeses including a reduced-fat variety. Focus group interviews revealed that consumers 
would purchase more reduced-fat cheeses if there was a significant improvement in taste 
and texture (Delahunty &. Piggot, 1995). 
2.4.6 Country of Origin (COO) 
Effects have been intensely studied over the last three decades (Bilkey & Nes, 1982; 
Nebenzahl, Jaffe, & Lampert, 1997; Han, 1989; Ai-Sulaiti & Baker, 1998). It is commonly 
acknowledged that country of origin information influences consumers in buying food 
products (Skaggs, Faik, Almonte, & Cardenas, 1996; Hoffmann, 2000). With increasing 
availability of products, the country of origin has become more important as consumers 
often evaluate imported goods differently than domestic goods (Peris, Newman, Eigne & 
Chandrashekar, 1993). Consumer use evaluation based inferencing (Alba & Hutchinson, 
1987) to reason that product image (i.e. quality, value, styling correlates with the 
producer country and its characteristics (Yaprak, Parameswaran, 1986; Khachaturian & 
Morganosky, 1990). Skaggs et al, (1996) point to the importance of overall impressions 
of a country influencing perceptions of food products from that country. Some authors 
consider COO as an overall perception of the country (Nagashima, 1977; Wall & Heslop, 
1986) without reference to product line. Research on COO has shown that it has multiple 
dimensions or facets (Parameswaran & Pisharodi, 1994) such as overall economy, 
political systems and technological competence. COO is another widely used indicator 
for quality (Iyer & Kalita, 1997). 
The COO is used by consumers to reinforce, create initial perceptions of products 
(Johansson, 1985). Many studies have documented negative attitudes on the part of 
consumers toward developing countries and their products. This is also reflected in Sri 
Lanka where products from New-Zealand and Holland are perceived better than the ones 
sourced locally. Agarwal and Teas (2001) concluded that extrinsic cues such as COO, 
brand name and store name interact with price to influence perceptions of product 
quality. Liefeld's meta-analysis indicated that purchasing agents place even more 
importance on COO in their product evaluations than do consumers (Liefeld, 1993). 
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According to Pppadopoulos and Heslop (1993), "good products are seen to be produced 
by people who have refined taste, and are likeable, trustworthy and admirable for their 
role in world politics". Whether perceptions of trustworthiness in relation to particular 
countries necessarily translate into purchasing behaviour on the part of either industrial 
buyers or consumers is a question of great importance for exporting nations. To what 
extent does a consumer consider the origin of the product as an important attribute in 
influencing purchasing of food products from that country? These are questions 
investigated in this study by asking consumer to rank the various attributes 
2.5 Outlet Choice 
Today, number of food retail options available to consumers is expanding and the entire 
food system is in a dynamic period of change (Kinsey & Senauer, 1996). After reviewing 
ten years of data on consumers' food shopping and consumption patterns, Jones (1996) 
concludes that consumers have changed and that the most notable change is in their 
patronage of food retail outlets other than supermarkets. The key factors of physical 
environment that influences food choice are the food availability and accessibility. A 
whole sequence of steps leads to the availability of foods in the final consumption 
situation (Baranowski, 1997). First, foods should be available in the neighborhood 
(stores). When access to certain food (e.g., a highly liked high-calorie food) becomes 
limited, people will shift their food choice to another food (e.g., a lesser liked low-calorie 
food) (Smith & Epstein, 1991). 
Store Physical Environment: Decoration, lighting, and auditory stimuli (especially 
music), have been shown to influence customers' food choices, and are being 
manipulated to this end by marketers (Milliman, 1986). If all the things are 
approximately equal, the consumer will select the closest store (Hawkins et al, 2007). 
Unless the customer is particularly interested in convenience, other things being equal 
large outlets would be preferred over small outlets (Simonson, 1999) but for a 
convenience item or minor shopping distance is important (Craig, Ghosh, Mc, Lafferty, 
1984) 
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Outlets for Dairy Products: Most of the dairy products (cheese, yogurt, milk powder 
etc) are sold through various alternative retail channels. In Delhi, till 2006 majority of the 
milk was sold from milk booths and by mom and pop stores. Cheese and yogurt too was 
sold mainly through mom and pop stores. In milk retailing, alternative marketing channel 
structures have been developed because different consumer categories require different 
levels of channel services. Store location is the leading motivator for customers in 
conventional markets. Most consumers in Sri Lanka prefer to forego such service to 
obtain the lower price available at supermarkets, even though many of them must travel 
by car to reach supermarkets and generally purchase in larger lot sizes during a single 
shopping trip. Likewise, hypermarket owners are conscious that price and selection are 
the key motivation of consumer patronage. The effect of distance or travel varies by 
products and consumer often combines shopping trips and purposes (Dellaert, 1998). 
Thus an Indian or Sri-Lankan family may pickup milk and butter from a modem retail 
outlet while doing their family shopping. Similarly a working lady while returning home 
from her office may pickup the milk products on way to home. Grewal, Krishnan, Baker 
& Borin (1998), in their study have emphasized the importance of three factors, namely, 
(1) store name and image, (2) brand name and (3) price in improving the competitive 
situation of retailers. 
Outlet Choice in Developed Countries: A consumer report in "The Progressive 
Grocer" indicated that in USA, 99 percent of people shop at supermarkets, 76 percent 
shop at mass merchandisers, 29 percent at wholesale clubs and 11 percent at specialty 
food stores, thereby demonstrating consumers' willingness to "shop around" to fmd the 
products that best suit their specific preferences (Janoff, 2000). Similarly, in the study of 
Chinese consumer behaviour (Zhang, 2001), super markets were the favourite shopping 
place for dairy products and the main reason for shopping at super market was 
convenience. 
Outlet Choice in Far East: In a survey on consumer attitude towards milk in Bangkok, 
Suwanna-Kij-Parkorn (1997) reported that the consumer purchased mostly from 
department stores (34.3%) and retail shops (33.4%). Harjanto Djunaidi, Tony & Redd 
(2005) studied the milk and flavoured milk buying behaviour and concluded that 
convenience and availability of milk are the primary factors for buying dairy products. 
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Wilfred & Kostyniuk (1978), in their study of destination choice for urban grocery 
shopping behaviour hypothesized that destination choice was determined by the 
individual perception of destination, accessibility of the destination and the relative 
number of opportunities to exercise any particular choice. 
2.6 Sources of Information and Consumer Trust 
2.6.1 Consumer Sources of Information 
Consumers acquire food health related information from various sources such as 
government publications, consumer organizations, research institutes, and the media. 
Consumers vary greatly in how much they desire to "be informed" about issues. The 
important question is as to why some individuals and organizations are trusted and 
preferred as sources of information and others are not. Industry and government sources 
often lack public trust, whereas other sources are highly trusted (such as consumer 
organizations, selected media, and physicians). Analysis indicates that knowledge in 
itself does not make one a trusted source, but that trusted sources are seen as 
characterized by multiple positive attributes Consumers perceive that any conflicts 
among these sources can lead to rejection or deferral of acceptance of food products 
(Wansink, 2004). 
Most consumers appear to be institutionalists when it comes to food-related issues, 
believing that decisions about the safety of food technologies should be left to the experts 
(Optima Consultants, 1994). While these experts are often scientists or regulatory 
agencies or doctors, they can also include the moral expertise of religious groups or the 
perceived ethical expertise of a special interest group. One might assume that 
"institutionalists" tend to be people with less formal education. Hadfield, Howse, & 
Trebilcock (1998) found people with good educational backgrounds find themselves ill-
equipped or unwilling to spend time on getting the information and hence prefer to 
involve experts, who can provide them with the conclusion to the issue and not the details 
it takes to arrive at that conclusion When these "information seeking" consumers, want to 
learn of the risks and benefits of food, they often turn first to the media and personal 
discussions, and then to informational brochures (Borre, 1990; Heijs & Midden, 1995). 
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While in their study, Sheehy, Legauh, & Ireland (1998) report that consumers acquired 
food-related information from magazines, government publications, consumer 
organizations, and research institutes. 
As per Caswell and Padberg (1992), there are several sources of information on food 
safety that can be categorize as follows: (a) labels; (b) advertising; (c) other point-of-
purchase information; (c) word-of-mouth; (d) diet and health guidelines from the medical 
profession, government, independent authorities, consumer groups; (e) media news. 
Other forms of information (e.g. outcome of scientific research) are usually conveyed 
through one of the above channels. Bruner and Gordon, (1988) further classified 
information sources into four quadrants by classifying whether the information is from 
personal interactions and or marketers. These four types of information sources are: 
personal- marketer dominated (e.g. sales person), non personal- marketer dominated 
(television advertising), personal - non marketing -dominated (friends, family members), 
non personal -non marketing dominated members (doctors). 
In this research, Bruner's (1988) classification has been considered and sales persons, 
doctors, government agencies, T.V advertisements and information from friends and 
family members has been considered for evaluation during consumer information search 
process across the three capital cities of Delhi, Colombo and Dhaka. 
2.6.2 Trust on Information Sources 
Trust, or more broadly, 'general trust', can be defined as "the extent to which one 
believes that others will not act to exploit one's vulnerabilities" (Morrow, Hansen, & 
Pearson, 2003). A comprehensive review of the trust literature has been done by Kramer 
(1999). Trust may be thought of as being a combination of rational thinking (cognitive 
process) and feelings, instinct and intuition (affective influences) (Lewis & Weigert, 
1985; Morrow et al, 2003). Marrow emphasized on the past experience of people to have 
trust on various information sources (Morrow et al, 2003). 
A study by Henson (2001) of the perceived trustworthiness of different sources of 
information about food safety was reported in the Euro Barometer (1998). It indicated the 
trust in consumer associations was the highest, followed by national authorities. Small 
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grocers were more trusted than supermarkets and sources of information about food 
safety were least trusted from producers, companies, and maricet vendors. In studies to 
find out who could most effectively deliver a food safety message, the most trustworthy 
sources were found to be consumer organizations (Van Ravenswaay & Hoehn, 1991), 
environmental groups, and researchers, while industry is seen as the least trusted source 
(Borre, 1990). 
Although consumer recommendations are the most credible form of advertising, Nielsen 
Consumer Report (2007) found significant national and regional differences regarding 
this and other mediums indicating cultural influences. Word-of-mouth (WOM), for 
example, generates considerable levels of trust across much of Asia Pacific. Six of the top 
ten markets that rely most on "recommendations from consumers" are in this region, 
including Hong Kong (93%), Taiwan (91%) and Indonesia (89%). At the other end of the 
global spectrum, Europeans, generally, are least likely to trust what they hear from other 
consumers, particularly in Denmark (62%) and Italy (64%). 
People are exposed to nutrition information from a variety of sources. But much 
nutritional information is obtained from the mass media or casually from friends and 
family. TV/radio, magazines, newspapers, health professionals, food packaging, relatives 
and friends were the various sources of information of food and health. The media tends 
to be less trusted than health professionals and government agencies. In general, the level 
of trust was similar for the various mass media, whereas much greater trust was put in the 
advice given by health professionals (80% or more) and government agencies (70% or 
more). Advertising was reported to be the least trusted. Mitsostergios et al. (1994) 
observed little differences in trust between males and females, level of education and 
employment status, but older people tended to be somewhat less trusting than other age 
groups. 
Friends and family were perceived to have less of a reporting bias and hence a higher 
degree of trust, although it was acknowledged that this source was the least 
knowledgeable (Hunt & Frewer, 2001). Frewer et al. (1997) used 'internal preference 
mapping' to further analyse consumer attitude. Trust is shown to be most prominent in 
consumer organisations and medical practitioners, less in governmental source and little 
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in tabloid newspapers and friends, who are thought, from previoiis' research, 
"sensationalise" information. 
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2.7 Consumer Health Concerns 
Perceived risk plays an important role in consumer decision-making (Kahn & Sarin, 
1988; Stone, 1993; Mitchell & Boustani, 1994; Erdem & Keane, 1996). Health concerns 
are expressed in terms of risk perceived by consumer (Frewer & Shepard, 1994; Siet 
Sijtsema, 2007). This perception of risk associated with food products has increased in 
recent years, despite significant advances in food quality and food security (Bergman, 
2002). Decision-making and consumer behavior is often analyzed and reported only in 
terms of perceived risk (Srinivasan & Ratchford, 1991). It has been claimed that people's 
perceptions of risk and benefit associated with particular food products and applications 
will determine acceptance (Slovic, 1987; 1993; Frewer, Howard, & Shepherd, 1998) or 
rejection of the food products. Consumer perceptions of what constitutes risk in food 
differ markedly from country to country. For example, French consumers prefer cheese 
made from unpasteurized milk and are willing to accept the higher associated health risks 
from Listeria contamination, whereas the US bans sale of most unpasteurized cheese, 
despite this constraining consumer choice (Buzby, 2001). Perceived product-related risks 
represent one set of beliefs that in turn determines attitudes towards products. 
Food safety continues to be a concern of consumers and a focal point of the food industry 
and regulatory agencies (Brewer & Rojas, 2008). The food safety criteria may be divided 
into three categories for evaluation: chemical processes, microbiological issue and health 
issues. According to Brewer & Rojas (2008) in the category of chemical issues, 
consumers were concerned with pesticide residues (50%) hormones (45%), and 
preservatives (40%)). While for health related issues, consumers were most concerned 
with fat or cholesterol content (49%)) and for microbiological contamination (45% each). 
A number of studies have indicated that fear of chemicals and novel processes generally 
outweighs concerns about microbiological contamination (Atkin 1990; Chess 1998; 
Frewer & Hunt 1999). Microbiological risks are clearly greater, but consumer concerns 
with chemical/novel processes often far exceeds the true risk that they pose. 
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Brewer and Rojas (2008) evaluated consumer attitudes and behaviors toward specific 
food safety issues. The majority of consumers surveyed thought that food from animals 
treated with hormones or treated with antibiotics found safe by the Food and Drug 
Administration, USA was safe for human consumption. In a 1990 survey, US consumers 
rated food freshness/spoilage to be their primary food safety concern followed by (27%) 
pesticides (Atkin, 1990). Rimal, Fletcher, Mcwatters, Mistra and Deodhar (2001) 
reported that consumer concern about pesticide residues, animal drug residues, growth 
hormones and food additives are highly correlated. Literature suggests that stronger 
health concerns increased demand for dairy products (Watanabe, Suzuki & Kaiser, 1997). 
In their study, Bruhn and Schutz (1999) found that 59% of Califomian consumers 
considered bacterial contamination to be a major concern. Maciorowski, Ricke & 
Birkhold (1999) reported that the majority of consumers in their study believed that 
microbiological issues are of primary importance (68%) when compared to chemical 
residues (9%) or additives/preservatives. 
Baker and Crosbie (1994) assessed consumer preferences for food safety attributes of 
fresh produce using a market segment approach. The majority of the respondents (55%) 
based half of their purchase decision on quality, one quarter on price and one-eighth on 
issues related to pesticides. Consumers in all three of these market segments were willing 
to pay a premium for pesticide certification and labeling. 
Individual reasons for selecting reduced-fat foods have been mainly related to an aim to 
avoid fat because of the believed negative consequences of fat-containing foods (Tuorila 
& Pangborn, 1988). Families with senior citizen or adults will generally be concerned 
about the high fat content. Negative beliefs about milk, cheese, chocolate, ice-cream and 
'high-fat foods' include a set of concerns about consuming fat and calories and gaining 
weight. These concerns were among other items rated relatively important for the 
selection of the tested foods (Tuorila, etal., 1988). 
The relevance of individual tendency to select reduced-fat foods was recognised by 
(Kristal, Shattuck, & Henry, 1990). Results from a study in Canada indicated that 
increased consumer awareness of the health effects has lead to decline in butter 
consumption (Chang, Kinnucan, 1991). In a study on consumer food safety concerns by 
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Jean & Ready (1996), the respondents were asked to list the seven potential concerns 
related to food and to indicate which their most important concern. High-saturated fats 
and cholesterol was the leading concern (39 %) followed by food poisoning (30.4 %) and 
pesticide residues (13.6 %) which were the next two highest concerns. In the present 
study, the risk perception has been considered as the risk to the individual respondent or 
to his /her family rather than as risk to people in general as suggested by (Sjoberg, 1999). 
2.7.1 Health Concerns in South Asia 
Health concern is of prime importance in milk industry. In India, Prevention of Food 
Adulteration (PFA), norms have been established to safe guard and standardized the 
product quality. Despite this the issue of synthetic milk and adulterated milk products has 
been the main concern and often represented strongly in newspaper and media. The prime 
reasons seems to be the fact that India, despite being the highest milk producing country, 
also has the distinction of being on of the highest consumer of fresh and pasteurized milk. 
In Delhi, type of milk mainly consumed is processed branded milk. The main reason 
behind was again the non- reliability of local suppliers and the concern for adulteration 
by water as well as synthetic milk being used for making milk preparations. None of the 
products in the Delhi market has labeling addressing the health concerns. However, 
people do buy low fat milk products primary because educated and middle class 
consumers are increasingly getting health conscious and link high fat consumption to 
various health problems. Hormones have on date not been on the priority list as most of 
the Indian consumers consider use of hormonal injections on cattle as a routine and are 
perhaps habitual to it. Thus, it is not surprising to note that none of the branded dairy 
products in Indian sub-continent claims to be free of hormones and pesticides. 
In Sri Lanka most of the milk is imported in the form of milk powder which is 
reconstituted to form milk and milk products. The imports are from countries like New 
Zealand and European Union and consumers health concerns are more on issues related 
to repackaging in Sri Lanka like bacterial contamination, hormones etc. 
Bangladesh has a mix of local (national) as well as imported products with national 
brands in ghee, fresh milk, yogurt and imported products in cheese, butter etc. Ghee is 
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one of the major dairy product consumed and though we have not considered ghee (close 
to butter oil), the health issues related to it might be of key importance in case of 
Bangladeshi consumers. Since there is limited local production of milk, there is a huge 
demand and supply gap, and consequently adulteration of milk is a possibility. 
Obviously, it might be a major health concern. 
2.8 Consumer Complaint Behaviour 
Several theoretical models concerning consumer complaint behaviour have been 
developed (Day & Landon, 1977; Singh, 1988; Singh & Widing, 1991; Blodgett & 
Granbois, 1992; Boote, 1998). The seminal research in consumer complaint behavior 
establishes the relationship between customer satisfaction and dissatisfaction and 
consumer complaint behavior (Bearden & Teel, 1979; Day & Landon, 1977; Singh, 
1988). Satisfaction with products, services, retailers, salespeople, and so on is an 
important post purchase response often associated with consumer outcomes such as 
loyalty and retention (Anderson & Sullivan, 1993; Bolton & Lemon, 1999; Heskett, 
Jones, Loveman, Sasser & Schlesinger, 1994; Oliver, 1997; Rust 8c Zahorik, 1993) or in 
the form of complaint behaviour in case the customer is unsatisfied. 
Consumer post purchase responses are influenced by a multitude of situational, product 
and personal variables and unrelated to, but triggered by, the intensity of the consumer's 
dissatisfaction. This assertion is supported by empirical evidence discussed by several 
researchers (Nicosia & Mayer, 1976; Day, 1984; Tse, "Nicosia & Wilton, 1989; Vezina & 
Nicosia, 1990). Situational factors and product-related factors that might play a role in 
consumers' decisions to voice (or not to voice) dissatisfaction have also been researched. 
Issues related to the role of service provider responsiveness (Bolfmg, 1989; Brown & 
Beltramini, 1989; Gilly & Gelb, 1982; Jacoby & Jaccard, 1981; Richins, 1983), the cost 
of complaining (Bolfmg, 1989; Day, 1984), the price and importance of the product to 
the consumer (Bearden & Oliver, 1985; Bolfing, 1989; Day, 1984; Gilly & Gelb, 1982; 
Jacoby, et al, 1981), consumer experience (Day, 1984; Jacoby, et al, 1981; Moyer, 
1984; Singh, 1990), social climate (Jacoby et al, 1981), and attribution of blame (Folkes, 
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1984; Folkes, Koletsky & Graham, 1987; Krishnan & Valle, 1979; Richins, 1983) has 
been studied. 
A taxonomy of consumer complaint behavior based on dissatisfaction with a good or 
service leading to various alternative consumer complaint behaviors was developed by 
Singh (1988). The major options available to unsatisfied customers are: take actions or 
take no actions (Day & Landon, 1977). If the customer takes actions then he may have 
five options: a) Complain to the store or manufacturer b) Stop buying that brand or going 
at the store c) Warn his friends d) Complain to private or government agencies e) Initiate 
legal action. 
The other outcomes of complaints or alternatives for action in the complaint behaviour 
cited in literature (Hirschman, 1970; Singh, 1988, 1990; Andreasen & Manning, 1990; 
Rogers & Williams, 1990) are: (a) private responses (e.g., negative WOM 
communication), (b) voice responses (e.g., seeking redress from outlet manager), and (c) 
third-party responses (e.g., taking legal action or reporting an establishment). If the 
customer doesn't take any action then he will live with the unsatisfactory situation. This 
decision depends upon the importance of the purchase to the customer and they still may 
remain repeat purchasers. For them the switching cost, the cost of finding, evaluating, 
may seems to be higher or the ease of taking actions and or his existing level of 
satisfaction with the outlet or brand. Some researchers have found that older age group 
customers are more likely to remain silent in the face of dissatisfaction (Endler & Parker, 
1990). 
However, they may engage in negative WOM publicity. Those who complain to the 
company or the government agency tend to have more education, and income Blodgett et 
al., (1995). They found that 77% of all non complainers engaged in negative WOM, 
whereas only 48% of complainers engaged in negative WOM. What is interesting is that 
those who were dissatisfied conveyed it to more than five people. On the positive side, an 
increase in the probability of redress from management can lead to a weakening of the 
potential of private response (Singh &Wilkes, 1996). 
Customer may not be satisfied with the service quality even if he is satisfied with the 
product. The outlet store manager behaviour or way of dealing with customer may not be 
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satisfactory. Service quality lias an impact on whether customers remain with or defect 
from a company (Zeithaml, Berry, & Parasuraman, 1996). When service quality 
expectations are exceeded, customers are more loyal and less apt to switch companies. 
Much of the research in the consumer complaint behavior literature has been to 
understand the differences between complaining and non complaining consumers. 
Research has been done to examine individual factors, social factors, cultural factors as 
well as situational and product related factors. Individual characteristics such as 
demographics (Bearden & Oliver 1985; Bolfmg, 1989; Jacoby et a/.,1981; Moyer, 1984; 
Singh, 1990; Warland et al, 1975; Zaltman et al, 1978), personal values (Rogers & 
Williams, 1990), personality factors (Bolfmg, 1989; Fornell &Westbrook, 1979), attitudes 
toward complaining (Bearden & Oliver, 1985; Day, 1984; Jacoby et al, 1981; Singh, 
1990; Sorensen & Strahle, 1990; Zaltman et al, 1978), and attitudes toward business and 
government (Jacoby et al, 1981; Moyer, 1984) too have been researched. 
Cultural factors that have been identified as contributing to consumer propensity to 
complain including the various dimensions of culture such as collectivism and 
individualism (Michael Volkov, 2003). According to Liu, Watkins & Yi (1997) and Liu 
& McClure (2001), people in individualist cultures value independence and self-
sufficiency and those in collectivist cultures tend to behave according to social norms that 
are often designed to maintain social harmony among members of the in-group. Social 
factors that have been identified as influencing consumer complaint behaviour include 
consumer response to peer-pressure (Malafi et al, 1993; Slama & Celuch, 1994) and an 
individual's self-view (Markus & Kitayama, 1990; Liu, et al., 1997). 
Cost sensitivities, an element of price consciousness, are an antecedent of the propensity 
to complain (Parker, Funkhouser, & Chatterjee, 1993). Product price also has a greater 
effect on those who complain than those who complain by word of mouth (Richins, 
1983). Vladislava, Gudonavicius & §aparnis (2005) in their research found that in case of 
dissatisfaction with dairy products, the most likely action was that customers mostly do 
not take any actions and simply throw out the product (34%). Some customers take 
actions and do not buy anymore in that shop (23%), some tell friends about that shop 
(19%) and only a few (1%) complain against the manufacturer. 
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However, there is no one accepted academic tiieory of dissatisfaction within consumer 
complaining behaviour (Yi, 1990; Woodruff, 1991; Erevelles & Leavitt, 1992; Boote, 
1998). 
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CHAPTER 3 
ISSUES IN CONSUMER PURCHASE BEHAVIOUR OF DAIRY PRODUCTS 
3.1 Issues in Studying Consumer Decision IVIaking Process 
Both commercial and academic research, focusing on the behaviour of individuals and 
organizations uses methods of psychology, sociology, social-psychology, cultural 
anthropology and economics. The approaches that have been followed to study the 
consumer behaviour have been cognitive as well as reinforcement approaches. 
However, the most widely accepted models of consumer behaviour in the main are 
derived from cognitive psychology, which has been the dominant paradigm for social 
psychology over the last three decades (Foxall, 1990). The purpose of these models is to 
provide a conceptual and organised basis for explaining consumer behaviour. 
Approaches in the Study of Consumer Behaviour 
In the Cognitive approach, consumer behaviour is seen as problem solving and 
decision making approach. The basic assumption is that consumers process information, 
carry out comparative evaluation and finally make a rational decision. The two major 
comprehensive theories of buyer behaviour offered in the literature are those of Engel et 
al. (1968) and Howard & Sheth (1969). The model proposed by Engel et al. for high 
involvement decision making is similar in structure to the Howard and Sheth model, but 
for low involvement products it is distinctive and assumes trial prior to attitude 
formation. However, whilst these models may satisfy most of the criteria for evaluating 
scientific models suggested by Zaltman, et al. (1973), they do not easily satisfy the 
criteria of empirical interpretability. This problem has also been extensively discussed 
by Ehrenberg (1988) and East (1990) who pointed out the inherent difficulties in 
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verifying attitude-behaviour models because of the overlap in concepts and the paucity 
of agreed methods for their measurement. 
An alternative approach proposed by Beatty & Kahle (1988) was to use one of the 
simple models that measure attitude behaviour consistency to understand the decision 
process. The model they chose to work with was the Extended Fishbein Model derived 
from the Theory of Reasoned Action (Fishbein, 1980). The Extended Fishbein Model 
describes decision making according to the tenets of high involvement theory. It 
attempts to operationalise a "reconstructed economic man" who seeks to optimize the 
utility of a decision (which includes the risks associated with referent approval) by 
collecting and rationalizing information prior to making a purchase decision. This is 
somewhat at odds with low involvement purchasing models which propose that trial 
precedes attitude formation (Ray, 1973; Engel, et al, 1968; Howard & Sheth, 1969; 
Ehrenberg & Goodhart, 1989). 
In the reinforcement approach the behaviour may be thought as learned behaviour. A 
satisfactory purchase may increase the likelihood of a further selection in the future; 
whereas an unsatisfactory outcome may be avoided in future. Theory of Reasoned 
Action was modified to take and is known as The Theory of Planned Behaviour. In 
dealing with readily available, inexpensive frequently purchased products the issue of 
perceived control is less relevant (Thompson et al, 1996) and hence this is not valid for 
low involvement products like fresh milk and dairy products. 
A small number of critical authors like Ehrenberg (1989) have challenged both of these 
approaches because of unsupported empirical data and have forwarded the habitual 
behaviour approach as being a more realistic explanation of actual behaviour. 
Insufficient attention has been given to habitual behaviour (East, 1997), Researchers 
like Engel (1995) did provide a model of consumer behaviour with decision process 
continuum which includes "habitual behaviour". If behaviour is habitual then there is no 
conscious cognitive processing before action (no decision). Engel model is a rational 
model to researchers and managers to know what they need to find out about the 
consumers. However, it is not a universally accepted model of how a consumer 
behaves. 
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Simon, (1955) explained the limited decision making as adoption of good enougli 
solution to a problem what he called satisfying behaviour. If the consumers do not 
extend much thought to consumption decisions and just try to keep their consumption 
decision efficient, then the extended decision making model of Engel is of little real 
value. 
The consumer behaviour is a form of human behaviour that is manifested in situations 
when people search for, buy, use, and evaluate those products and services, which 
should satisfy their needs (Schriffman et al., 2004). It is based on decision-making of 
individuals when spending their own resources (i.e. time, money and efforts). It 
involves reasons why, when, where, how often and what people buy, how often they use 
the purchased items, how they evaluate them after the purchase and in which way these 
factors influence their future purchases. Food purchase is generally considered to be 
habitual buying process and falls under the category of low involvement purchase. The 
decision process followed by consumer is difficult to generalize as many products may 
not actually follow the standard models of consumer behaviour. The process is also 
influenced by culture and may differ from country to country. 
Differences in approaches on the consumer decision making process notwithstanding, 
the present study follows the cognitive approach and Engel's model of decision making 
process. The focus has been to study factors influencing buying decision process of 
consumers and households across the three cultures and to evaluate any differences in 
the behaviour - both rational i.e. product attributes (such as price, quality, brand, 
discounts and package), habits, health concerns, outlet choice, and 
demographic/economic. 
3.2 Issues in Cross Cultural Research 
Culture is a difficult concept to define (McCort et al, 1993). This difficulty has 
hampered research on the influence of culture on international consumer behaviour and 
has been used to criticize cross-cultural research (Sekaran, 198; Clark, 1990; Nasif, 
1991; McCort et al.,. 1993; Dawar, Parker & Price, 1996; Manrai & Manrai, 1996; 
Lenartowicz & Roth, 1999). Culture is "a convenient catch all for the many differences 
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in market structure and behaviour that cannot readily be explained in terms of more 
tangible factors" (Buzzell, 1968). The concept of culture is often called upon, as an 
explanatory variable for residuals, "when more operative explanations have proved 
unsuccessful" (Usunier, 1999). Definition of "culture" is complicated further by lack of 
an operational definition and the difficulty in distinguishing strictly cultural factors 
from other macro-level influences. Sekaran (1983) proposed that culture is intrinsically 
different from other macro-environmental factors. However, isolating purely cultural 
from other macro-environmental influences might be unfeasible, as there are no clear-
cut boundaries among these interrelated influences. Thus, it is difficult to propose an 
integrative framework for culture's influence on consumer behaviour due to the nature 
of concept of culture. 
Research on culture and its influence on consumer behaviour face definitional, 
conceptual, and operational obstacles resulting from the complexity of the concept. 
Most cross-national consumer studies during sixties period had followed a comparative 
marketing approach (Boddewyn, 1981; Douglas, Morrin & Craig, 1994; Wang, 1996; 
Douglas & Craig, 1997) and suffered from limitations related to the embryonic stage of 
research in this period: limited scope of countries, narrow research topics, 
unsophisticated methodology, and lack of theoretical framework "that would allow 
researchers to understand or explain observed differences and similarities". 
Consequently, differences were attributed "ex post to cultural values or the market 
environment". 
These problems were addressed by research starting in the 1970's wherein the research 
was characterized by detailed topics; better msthodologies, and development of 
conceptual thinking and theoretical frameworks, such as Sheth and Sethi's cross-
cultural consumer behaviour model (Wang, 1996). However, reviews of research in this 
period contend that research is "fragmentary, generally atheoretic, and not sufficiently 
programmatic to offer anything other than simplistic and incomplete insights into the 
underlying phenomena of interest" (Albaum & Peterson, 1984). This was due to the 
difficulties in conducting cross-national research: "the methodological and financing 
difficulties have remained huge and no genius has appeared who could cut through 
them to come up with major theoretical breakthroughs" (Boddewyn, 1981). 
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In the 1980s the discipline entered its infancy stage (Wang, 1996); becoming more 
theory oriented in terms of theory development, empirical testing of theoretical 
constructs, and attending to methodological aspects (Aulakh & Kotabe, 1993). The 
1990s witnessed additional growth of international consumer research, in terms of the 
quantity and the quality of studies. In this period more international consumer 
behaviour theories and models were developed (e.g.. Will, Samli & Jacobs, 1991; Raju, 
1995;Manraie/fl/., 1996). 
According to Douglas, Morrin and Craig (1994), research on international consumer 
behaviour lacks integrative cross-cultural models and frameworks. This has been 
presented as a neglected area of consumer behaviour studies (Sheth et al, 1977; Raju, 
1995; Manrai et al, 1996; Luna et al., 2001). Indeed, the development of international 
marketing activities "has not been accompanied by any systematic study of the 
differences in buyer behaviour in various countries (sociopolitical and economic 
entities) and the causes that might account for such differences" (Sheth & Sethi, 1977). 
Furthermore, the task of proposing an integrating framework for the influence of culture 
on consumer behaviour offers considerable difficulties. Theoretical flow-chart-like 
consumption models, structuring determining and mediating influences on consumer 
behaviour, (e.g., Nicosia, 1966; Howard & Sheth, 1969; Engel, Blackwell & Miniard, 
1995) have been subject to critiques. Foxall (1980), considered consumption models to 
be lacking a testable and scientific delimitation of variables, such as economic and 
behavioural factors. Existing international consumer behaviour models share these 
limitations and have been criticized as they lack "a framework in which literature can 
adequately be integrated, are not firmly grounded in theory, or do not contain a full 
account of how specific cultural dimensions affect specific consumer behaviour 
components" (Luna & Gupta, 2001). In fact, even modeling consumer behaviour within 
a country is complex, so models to study consumer behaviour in international markets 
would be even more difficult to develop (Sheth et al., 1977; Raju, 1995). Thus, 
skepticism regarding such models continues. 
All four methods of measuring culture (ethnological, use of proxies, direct 
measurement of values, and indirect measurement of values) have inherent weaknesses. 
Lenartowicz and Roth (1999), contend that "no single methodology is able to address 
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the inclusive set ot criteria relevant to culture assessment in business studies". Still 
operationalisation of culture in terms of cultural dimensions as proposed by Hofstede 
(1984) has become the norm (Sekaran, 1983; Samiee & Jeong, 1994) and is used 
increasingly in international marketing studies (Sondergaard, 1994; Engel et al, 1995; 
Dawar, Parker & Price, 1996; Sivakumar & Nakata, 2001). Most of the business 
researches have used "proxies" for cross cultural research with nationality as the 
independent variable. 
Certain problems have deterred consumer researchers from conducting an extensive 
study on this using religion as topic. Some problems cited include the sensitive nature 
of the subject (Hirschman, 1983; Bailey &, Sood, 1993), the problem of measurement 
(Wilkes, Burnett & Howell, 1986; Clark, 1992), gender of participants (Khraim, 
Mohamad & Jantan, 1999) and methodological difficulties in obtaining valid and 
reliable data (Bailey & Sood, 1993; Sood & Nasu, 1995). 
3.3. Issues in Evaluation of Products Attributes 
The importance of evaluative criteria varies among individuals and also within the same 
individual situation. Characteristics of the individual (product familiarity, age) and the 
characteristics of the purchase situation (time available) also influence the number of 
evaluative criteria considered (Mitchell, Kahn, & Knasko, 1995). For example, a 
consumer might consider price as the most important attribute most of the time but in 
case of his going on holiday he may prefer to buy tetra pack milk for higher shelf life 
for the journey. At times, speed of service and convenient location (Ostrom & 
lacobucci, 1995) may also act as key deciding factors for daily usage products. 
Complexity of many products and services as well as the fact that some aspects of 
performance can be judged only after extensive use makes judgment difficult. 
Individuals typically do not notice relatively small differences between brands or 
changes in brand attributes (Ang, Gorn & Weinberg, 1996). Consumers that are highly 
involved in their purchase tend to be more brand loyal whilst for consumers that are not 
as involved, brand usage over a long period may be little more than habitual behaviour 
(Kotler, 2000). Consumers do seek variety seeking behaviour especially for yogurt and 
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cheese making it difficult to measure the preferred attributes. (Hoeffler, & Ariely, 1999) 
Evaluative criteria may exist in terms of extreme limits or range, making it difficult to 
measure (Kalyanaram, & Little, 1994). There may be attributes that consumers consider 
important but they do not use in selecting the products (Dhar & Shrerman, 1996) while 
purchasing. 
Little work has been reported from the three countries (i.e. India, Sri Lanka and 
Bangladesh) of the Indian sub-continent on use of functional information as well as 
country of origin especially in the context of dairy products. In India, imported dairy 
products mostly comprise cheese and are not widely available across the length and 
breadth of the country. Rather, national and regional brands are considered to be strong. 
On the other hand, Sri Lanka depends largely on imported milk and dairy products. 
Here the country of origin, pack size, functional information etc. may matter more. 
Bangladesh has both national as well as imported products and thus likely to throw up 
some interesting results. 
3.4 Equating Purchase Decision with the Actual Purchase 
Early researches often equated purchasing decisions with actual purchasing activities 
such that the person who went shopping for a product was assumed to have made the 
product purchase decision. Traditionally women control 80% of the family spending 
(Converse, Huegy, & Mitchell, 1958). Studies have found that even if the family needs 
are decided, the actual purchase of product may be different under the influence of 
several factors including time available for shopping, other pressing needs, value for 
money, product availability, promotions, availability of new products and point of 
purchase influences. Especially for low involvement products the loyalty factor may be 
missing and family may just decide to buy similar products or not to buy based on 
similar fulfillment of needs. 
3.5 Issues in Consumer Outlet Choice Behaviour 
Little work has been done on consumer's selection of outlet for food products and the 
preferred points of purchase in Indian sub continent. Specific researches with regard to 
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store choice for milk and dairy products are lacking. Most research has been conducted 
by companies and is proprietary in nature and very less literature is available in public 
domain. A few publications have looked at the marketing decisions taken by the 
retailers/companies using point of sale (POS) data (Banerjee & Banerjee, 2000; 
Banerjee & Divakar, 2000). 
Proximity and merchandise were reported as the primary reasons for store choice in 
Indian context (Sinha & Banerjee, 2004). The importance of relationship/comfort level 
with the retailer is stressed with regard to grocery stores which normally sell dairy 
products. Also the shopper is willing to trade-off the extra travel effort with the 
shopping experience for grocery stores and they do not mind buying from a store 
located at a greater distance. In Indian scenario, the major drivers for choosing a 
grocery store seem to be nearness to place of residence and the comfort level that the 
respondents has in dealing with the store owner. However, more of empirical research 
needs to be carried out to add to the extant literature vis-a-vis store preference for 
purchase of milk and dairy products. 
3.6 Issues in Studying Consumer Complaint Behaviour 
Most studies of consumer complaint behavior have focused on the act of complaining 
rather than non-complaining. Few have considered factors that lead dissatisfied persons 
to remain silent (Andreason, 1984, 1985; Andreason & Manning, 1990; Hirschman, 
1970). The individual factors, situational and product related factors have not been able 
to explain in detail as why a consumer complains. Research examining consumer 
dissatisfaction has found that, up to two thirds of consumers do not report their 
dissatisfaction (Warland, Herrmann, & Willits, 1975; Day & Landon, 1976, 1977; Day 
& Bodur 1978; Zaltman, Srivastava & Deshphande, 1978; Day & Ash 1979; Krishnan 
& Valle 1979; Richins 1983; Andreason, 1984, 1985). It is not easy to determine if the 
consumer is really dissatisfied or not; as the majority of unsatisfied customers often 
simply resign themselves to receiving poor service. They may quietly switch providers, 
may engage in negative word-of-mouth communications, or both (Richins, 1983; Singh, 
1988). Few studies have been directed at understanding factors that influence word of 
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mouth (WOM). In fact, Anderson (1998) noted that "the antecedents of word of mouth 
have seldom received direct attention". 
In Delhi, the milk is sold either at dairy booths or at the traditional neighbourhood 
stores while in Sri Lanka and Bangladesh the consumers generally shop at 
supermarkets. The customer complaint behaviour becomes difficult to access as one 
may not exhibit it due to reasons of switching costs (he may have to another locality 
which is not convenient) or convenience factors. Singh and Wilkes (1996) suggested 
that a major problem with word of mouth or silent behaviour is that it's invisible to the 
service provider and not easily influenced. 
An interesting aspect of consumers in Indian sub-continent is that they prefer to keep 
silent and generally do not lodge formal complaints. Thus, in the present study focus 
would be on what consumers are most likely do if they are not satisfied with the quality 
or the service of the branded milk or dairy product. In fact, more of emphasis would be 
on private responses (WOM) and voice responses, (dependent variable) represented by 
complaints to company representative and/or government. 
3.7 Problem of Reliability of Data 
One problem constantly faced by the researchers in this area relates to the reliability and 
validity of the data collected. To take care of this aspect, in the present study, the 
responses were obtained from key member of the family: either wife or husband, who 
keeping in mind the prevalent socio-cuitural mores in the the Indian sub-continent are 
expected to decide on the family food purchases. Substantial disagreements between 
spouses as to their relative influence in decision (Woodside & Motes, 1979; Spiro, 
1983) have been reported in literature. Burns (1977) reported that in certain cases 
husband was found to inflate his involvement and in some cases wife was found to do 
the same or underestimate her influence. Though a number of researchers (Gupta, 
Hagerty & Myers, 1982; Buss & Schaninger, 1983; Seymour & Lessne, 1984) have 
proposed several ways to increase the reliability and validity, still this issue is not 
completely resolved. 
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CHAPTER 4 
RESEARCH METHODOLOGY 
4.0 Introduction 
Research is an organised, a systematic multi-step process to investigate a specific 
problem for a solution (Sekaran, 1992). A framework of research (Nunamaker, Chen, & 
Purdin, 1991) is a relationship between a body of knowledge (i.e. research domains and 
research methodologies) and a research process. Results from a research work contribute 
to the body of knowledge by promoting clear understanding and enhancing knowledge in 
a given research domain (Nunamaker e/a/., 1991). 
4.1 The Problem 
In cross-cultural research, the difficulty and importance of a precise definition of the 
research problem are enhanced (Malhotra, Agarwal, & Peterson, 1996). The primary 
stage of the literature review phase of this thesis investigated what dimensions of 
consumer behaviour would be susceptible to cultural influence in reference to buying 
dairy products. Theories in international consumer behaviour and previous cross-cultural 
research findings were examined. 
To date, scant literature is available in the field of consumer behaviour especially in the 
context of purchase of dairy products in the South Asian countries such as India, Sri 
Lanka and Bangladesh. It is interesting to note that milk constitutes a major part of 
income spend in these countries (Bangladesh Statistical Yearbook, 2005; Indian Dairy 
Man, 2006; Sri Lanka: Household Income & Expenditure Survey 2007). While, a lot of 
work in India has been done on the milk cooperative sector and some insights about the 
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consumer too are available, there has been no specific study covering products like 
yogurt, milk powder, and low fat milk. 
Comparative studies on South Asian consumer decision making process from cultural 
and demographic perspective are lacking. It is obvious that culture influences all stages of 
decision making process (Gong, 2003). Understanding the role of culture can lead to 
better prediction of how markets will develop and products diffuse, and thus help in 
developing appropriate marketing strategy. In the present research, the following 
questions were addressed: "Is culture a relevant influence in international consumer 
behaviour? What are the differences in the behaviour of consumers in relation to 
purchase of dairy products? From the standpoint of Indian companies, willing to expand 
in neighboring markets, what are the differences in the purchase behaviour compared to 
Indian market that must, first of all, be considered? While internal research has been done 
by leading companies, there is little literature available for public specific to this topic. 
It is important to note that researchers like Tiryaki and Akbay (2008) have opined that 
consumption of dairy products is strongly linked to cultural, behavioural and 
psychological factors. Keeping the above in mind, it was decided to explore and compare 
the consumption behaviour of buyers from Indian and its two neighbours i.e. Bangladesh 
and Sri Lanka in the context of dairy products. Further, to begin with, it was thought 
proper to survey consumers residing in capital cities of the three countries i.e. Delhi 
(India), Dhaka (Bangladesh) and Colombo (Sri Lanka). The selection of capital cities of 
these countries was further dictated by the fact that the samples from the three countries 
need to be comparable. Further, the consumers from these cities can be taken to be 
beacons of progressive changes, both in economic as well as social terms. Also the 
penetration and reach of products under consideration are generally much higher in the 
capital city of any country. 
The present research has tried to deal with the topic from two perspectives: 
a) Dimensions of consumer behaviour with reference to purchase of fresh milk (low 
fat and full fat milk), milk powder, yogurt, cheese and butter. 
b) To explore and explain differences, if any, in consumer buying behaviour from 
cultural and demographic perspective across the three South Asian cities. 
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Food purchase decisions are generally habitual for low involvement products (Biel, 
Dahlhtrand, Grankvist, 2005). Consumption pattern, perception of risk, trust on 
information sources and attitude towards dairy products were taken as broad consumer 
behaviour dimensions that can be used to understand consumer behaviour across a vide 
variety of products and situations. 
Based on the principle that an underlying theory is a pre-requisite to good research 
(Cavusgil & Das, 1997) attention has been devoted to identifying and hypothesizing 
linkages between culture (nationality) as an independent variable and the dependent 
variables included in the research. Hence, first we have attempted to generate a profile of 
the consumer across the three cities representative of different culture. The researcher has 
then tried to find out the consumption pattern, frequency of purchase and occasion of 
usage of products, influence of various product attributes on the decision making process 
for dairy products, influence of various information sources and differences in health risk 
perception about products. 
4,2 The Objective 
As already discussed, the present study attempts to empirically investigate the following 
dimensions of consumer behaviour in the purchase of selected dairy products across 
capital cities of three countries i.e. India (Delhi), Bangladesh (Dhaka) and Sri Lanka 
(Colombo): 
1. Role of husband, wife, children and others in the purchase of specific dairy 
products and to investigate if there are differences among consumers of Delhi, 
Colombo and Dhaka city in terms of as to who shops in family for these dairy 
products. 
2. Differences in the frequency of purchase among consumers of Delhi, Colombo 
and Dhaka for specific dairy products i.e. the relationship between the 
independent variable- respondent's nationality and the dependent variable -
frequency of purchase of dairy products. 
3. Differences in consumption pattern (dependent variable) among the consumers of 
Delhi, Colombo and Dhaka in relation to dairy products. 
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4. Differences in occasion of consumption (dependent variable) among tiie 
consumers of Delhi, Colombo and Dhaka in relation to dairy products. 
5. Differences in evaluative criteria used (dependent variable) by consumers of 
Delhi, Colombo and Dhaka (independent variable) for selection of dairy products. 
6. Differences in sources of information about dairy products among consumers of 
Delhi, Colombo and Dhaka. 
7. To examine differences in outlets preference by consumers of Delhi, Colombo 
and Dhaka for selection of dairy products. 
8. Differences in health concerns among the consumers of Delhi, Colombo and 
Dhaka in relation to dairy products. 
9. Differences in post purchase complain behaviour among the consumers of Delhi, 
Colombo and Dhaka in relation to dairy product. 
It is presumed that the findings from this study will build on existing knowledge 
regarding the purchase decision making in respect to dairy (food) products and 
specifically contribute in understanding the differences among the three countries. 
4.3 Rationale for Product Selection 
The selection of appropriate food products that would exhibit the clear characteristics 
necessary to examine the research area is very important. The products should have some 
level of decision making process and should have similar usage and importance in daily 
life across the samples being studied. Research indicates that products chosen for such 
studies should not be bound to a particular culture. Previous researches have also been 
limited to the purchase of single, high-involvement products (e.g. cars etc). 
Thus, rationale behind the selection of dairy products for the present study was that these 
products form a major part of consumer spending of house hold food consumption. The 
dairy products should provide an insight to consumer purchase decision for food items. 
The purchase decision process represents situations from habitual buying decisions to 
less complex buying decisions and was expected to be different in the case of samples 
from the capital cities of the three countries under study. 
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Secondly the products selected in the dairy category form a mix of daily consumption to 
lifestyle influenced products. While fresh milk represents an essential product of daily 
consumption in Indian context; yogurt represents influence of changing lifestyle of the 
consumer. The shift in preference from traditional home made yogurt to branded, 
packaged and flavored yogurt represents a definite shift that needs to be mapped. Butter 
was included as it was assumed that it is influenced not only by the tradition /culture but 
also by demographics (age etc).Further, all the products were selected both from industry 
as well as nutritional point of view as the Governments are trying to increase 
consumption of these products. Also the products selected were of use to all the members 
of family and their participation during various stages in the decision making process was 
assumed. 
4.4 Hypotheses 
For the purpose of achieving the objectives of the study hypotheses were presumed. 
These were formed on the basis of specific products, the stages of the decision making 
process and the issues involved in the purchase of each product. The hypotheses are 
generated based on extensive review of literature as well as gaps identified by the 
researcher. These hypotheses have been tested in the next chapter i.e. Analysis and 
Interpretation of Data. Based on the objectives and theoretical model of the current study, 
the following exploratory hypotheses were developed: 
HOI: Significant differences do not exist among groups studied in the three cities in terms of who 
shops in family for dairy products. 
Ho:.- Significant differences do not exist among the groups studied in the three cities in terms of 
frequency of purchase of dairy products. 
Hoj: Significant differences do not exist among the groups studied in the three cities in terms of 
selection criteria (product attributes). 
Hoi. Significant differences do not exist among the groups studied in the three cities in terms 
consumption of dairy products. 
Hos: Significant differences do not exist among the groups studied in the three cities in terms 
occasions of consumption. 
Ho6: Significant differences do not exist among the groups studied in the three cities in terms of 
outlet choice. 
Ho7: Significant differences do not exist among the groups studied in the three cities in terms of 
trust attached to various information sources. 
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Hos: Significant differences do not exist among the groups studied in the three cities in terms 
health concerns. 
Ho'f. Significant differences do not exist among the groups studied in the three cities in terms of 
complaint behaviour. 
4.5 The Research Design 
Use of Country as Surrogate: The first step in any cross-cultural studies concerns the 
selection of the specific cultures to be studied. Lenartowicz and Roth (1999) contend that 
multiple methods should be used for a rigorous assessment of culture as no single method 
"is sufficient to comply with all of the methodological and conceptual requirements for 
the valid identification of a cultural group". Accordingly, in this work, the Regional 
Affiliation approach was adopted for assessing culture: The Regional Affiliation 
approach is based on the use of proxies. In this work, nationality is used as a sample 
characteristic that reflects culture. Although caution is recommended in equating 
nationality and culture, there is empirical support for within and between-country 
differences (Hofstede, 1984; Steenkamp, 2001). Nation can be used as a proxy for 
culture, since all members of a nation tend to share a similar language, history and 
religion as well as an understanding of institutional systems and a sense of identity 
(Dawar & Parker, 1994; Hofstede, 1984). 
The use of country as a surrogate for culture has been widespread in studies in marketing 
and other fields because nations provide a convenient approach to defining research units 
of analysis (Nasif, Al-Daeaj, Ebrahimi, & Thibodeaux, 1991). There are limitations to 
equating culture and country, given the inadequacy of political boundaries to capture the 
complexity of the concept of culture (Sheth & Sethi, 1977). Nevertheless, this practice 
has been deemed adequate and theoretically justified (Samiee & Jeong, 1994). This 
constitutes the most commonly approach to operationalise culture in empirical studies (e. 
g., Hoover, Green & Seagert, 1978; Dawar & Parker, 1994; Steenkamp, Hofstede & 
Wedel, 1999; Yeniyurt & Townsend, 2003). Thus, nationality will be used as a first 
approach to conceptualize culture and denote general cultural differences. The three cities 
are national capital of the countries and culturally representative of the heterogeneous 
population of the country. Hence, in this study nationality has been used as an 
independent variable for culture. 
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stages in Decision Making Process: As to the number of stages-TRaf^ consider in the 
consumer decision making process, we have followed five stage decision processes: need 
recognition, information search, ahernative evaluation, purchase and post purchase 
behaviour (Dewey, 1910). The consumer need not be and probably is not aware that he is 
passing through these phases. Also all phases do not always occur (Engel et al., 1973). 
Dairy products may not involve distinct and high level of decision making process and 
many products may fall under habitual decision making to low decision making. 
Nevertheless, it is this type of formal analysis of the basic phases of the process which 
permits one to see the similar or dissimilar nature of all decision problems (Brim, Glass, 
Lavin & Goodman, 1962). 
In this study it has been assumed that consumption decision are made on the basis of a 
single pooled income for the entire household and members bargain over its allocation 
(Doss, 1994) for their preferred dairy product. 
4.6 The Research Instrument 
The function of a research instrument is to satisfy research objectives through the 
measurement of independent and dependent variables of interest (Churchill, 1995). Thus, 
the research instrument (Appendix 1) consisted of structured undisguised closed-ended 
questionnaire, in which the respondents were asked to select an answer from among a list 
provided The main advantage of using closed ended questionnaire format is that, they are 
easy to ask, reduce interviewer bias, faster to administer, provide a greater uniformity of 
responses can be easily processed (Kinnear & Taylor, 1996), Consistent with common 
practice; the self-reporting technique has been used in this study. Respondents were 
asked directly to report their views by responding to one or more questions in the 
questionnaire. There are two possible rating approaches that can be used for this 
technique: graphic and itemised rating scales (Sekaran, 1992; Churchill, 1995). Itemised 
rating scales are the most frequently used scales in consumer research and therefore 
employed in this study. This requires the respondents to indicate their position by 
selecting among a limited number of categories. Because the basic purpose of the 
questionnaire is to meet research objectives and to answer research questions, the 
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questionnaire design can be regarded as an important facet of the research process 
because It directly affects the quality of the data collected (Sommer & Sommer, 1991; de 
Vaus, 2001). However, there appears to be no widely accepted theory of questionnaire 
design with some researchers acknowledging that the design of questionnaire process 
resembles an art rather than a science (Churchill, 1995). 
The questionnaire used in this study has been adapted and developed after gaining 
insights from previous studies (discussed in following section). The decision to utilize 
inputs from research instruments developed in other studies is in accordance with the 
suggestions of de Vaus (2001). In addition, construct validity (i.e. do items measure 
hypothetical concepts) can be improved by utilising items or scales which have 
previously appeared in the literature Mitchell and Bates (1998). 
4.6.1 Questionnaire 
According to Sommer and Sommer (1991), closed ended questions are desirable when 
the researcher wants the participants to choose from a set of predetermined questions that 
have alternative answers. In arranging the questionnaire, related questions were grouped 
together. This seemed logical, as it enabled easier variable connection for data analysis 
and was simpler for participants to have one question flow to another (Foddy, 1993). 
Questions considered easier to answer were put at the end, to make the questionnaire 
more user friendly. 
Since most demographic questions are perceived as personal, and even threatening, by at 
least some respondents (Dillon, Madden & Firtle, 1990), they were asked at the end of 
the questionnaire. This final part of the questionnaire consisted of a fairly standard list of 
demographic and socio-economic questions that included gender, age of respondent, 
number of family members, number of children in family, profession, educational 
attainment, and income of family. For convenience of completing the questionnaire, the 
respondents were asked to tick in appropriate box. The questionnaire consisted of eleven 
questions in all with some questions having sub questions as well. 
The first question was to find out the main person actually shopping in the family for 
food products, including dairy products. The second question of the research instrument 
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was used to understand the frequency of the purchase of dairy products; 1) fresh milk, 2) 
milk powder, 3) cheese, 4) yogurt and 5) butter. Liquid milk was divided into Low fat 
milk and Full cream milk as separate variables to understand the influence of 
demographics (Age and Income etc).Respondents were asked to select for options among 
five options: 1) seldom/never, 2) daily, 3) weekly, 4) fortnightly or 5) monthly to reflect 
the frequency of purchase so as to indicate their preference of purchase. 
Third question was included to ascertain importance of certain product attributes in 
decision of purchase of products in study. The product attributes considered for the study 
were based on previous research done and largely adopted from study by Bakker (2000). 
The attributes considered were: 1) taste, 2) nutrition & health, 3) price, 4) convenience, 5) 
home made, 6) freshness, and 7) packaging. Five point scale was used (l=Least important 
to 5=Most Important) to rank the preference. This question was largely adopted from 
previous studies by Zhang (2001) and Bakker (2000). 
Fourth question was meant to understand the consumption pattern of the five dairy 
products at home. Five options were used to know the actual user or consumer of the 
products. The options given to respondents were: none, every one in family, largely 
children, largely teenagers and largely adults. The rational behind this was to understand 
if product e.g. low fat milk was being bought to fulfill any specific need of a family 
member. Similarly it would be easy to know if the consumption pattern differs in 
household having children compare to having only adults. 
Culture plays a key role in shaping the habits and hence the attempt was to try to 
understand the occasion of consumption of the daily products. Fifth question pertains to 
the consumption patterns based on six different occasions: 1) breakfast, 2) lunch, 3) 
dinner, 4) snack time, 5) outside home/in office/in school, and 6) on special occasion like 
festivals. The above four questions were adopted from research work by Bakker (2000) 
and from Zhang, (2001). 
Sixth question was similar to one used in work of Zhang (2001) and was meant to 
understand the preferred outlet choice for purchase of milk and daily products. 
Respondents were asked to provide the preferred shopping destination or outlet choice 
which included: 1) neighbourhood stores, 2) supermarkets, 3) company outlets and 4) 
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others/no particular choice. Supermarkets have just started opening in India while the 
concept is quite prevalent in Colombo and also to an extent in Dhaka. Neighbourhood 
stores included the local grocery stores and Kirana or mom and pop stores in India. 
Seventh question was to ascertain concern of respondents on issues of food safety and 
consumer risk perception on certain health issues. This question is similar to the one used 
by Zhang (2003) in his study on food safety. Here, respondents were presented six major 
health concerns in relation to dairy products. The concerns were: 1) high fat content, 2) 
pesticides residues, 3) adulteration, 4) hormones, 5) harmful bacteria and 6) others. 
Respondents were asked to rank the concern on a scale of 5 ranging from l=Not at all 
concerned to 5=Highly concerned. 
In the eighth question, respondents were asked to provide the most important attributes 
they look forward to in buying a new branded dairy product. The product attributes were: 
1) package design, 2) price, 3) functional information, 4) brand name, 5) taste and flavour 
and 6) country of origin. The idea behind the country of origin was to ascertain a 
respondent's importance to imported products. Limited imported products, especially 
cheese and butter, are being imported into India while Dhaka and Colombo, are literally 
flooded with such products. 
Ninth question was to ascertain the post purchase complaint behaviour of the 
respondents. Non-formal and formal complaints were the focus of the study and 
respondents were asked to rank the options: 1) complain to salesperson directly, 2) keep 
quite, 3) negative word of mouth, and 4) complain to local authorities. Similar question 
has been used by Sean (1990) for ascertaining reaction to dissatisfaction in his study of 
Chinese consumer purchase behaviour. 
Consumers receive information on potential benefits and issues related to food safety 
from various sources and hence tenth question was used to determine respondent's 
information research in the form of trust on information provided on food safety and 
potential benefit from different sources: 1) Super market stores, 2) Salesperson, 3) 
Government sources, 4) Doctors, 5) Advertisement on TV, and 6) Advice of 
friends/family. Similar question has been used by Stefani (2005) in his study on the role 
of consumer risk perception and trust on different information sources. 
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Last question was related to demographics and was necessary to generate and compare 
the profile of the respondents including age, gender, income, family size, number of 
children and education. 
Question numbers 1, 4, 5, 6, 11 involve categorical variables and hence nominal scale has 
been used. Question number 2, employs ordinal scale. Q8 and Q9 are ranking questions 
while Question number 3, 7 and 10 employ a 5-point Likert-rating scale. The Likert scale 
is regarded as an itemised rating scale because each category of the scale is numbered 
and/or briefly described (Churchill, 1995; Malhotra & Birks, 1999). The output is similar 
to that from an ordinal scale. However, the Likert scale is routinely treated at an interval 
level (Malhotra et al., 1999). Many researchers consider, the advantage of using the 
Likert scale in sense that that it overcomes the criticisms of other scales by allowing the 
respondents to express the intensity of their feelings (DeVellis, 1991; Kinnear &Taylor, 
1996; Burns 2000; Zikmund, 2000). Also, it makes more homogeneous scales and 
increases the probability that a unitary attitude is being measured, and hence validity 
(construct and concurrent) and reliability are reasonably high (Bums, 2000). 
The tendency to under or over report their income was expected. However, the refusal to 
answer the income question did not affect responses to other questions since income was 
the last question asked in the questionnaire (Dillon, Madden, & Firtle, 1990). 
4.6.2 Translation of Questionnaire 
The questionnaire was flrst drafted in English, as a large number of the items were 
adopted from previous studies. However, bearing in mind the multicultural nature of the 
target respondents, it was decided that the questionnaire should be translated into local 
languages before starting with pilot study. 
Three main translation procedures can be distinguished: direct translation, back 
translation and parallel translation. As back translation is the most commonly used 
translation procedure (Malhotra et al., 1999), this procedure was applied by the 
researcher. Mullen (1995) states "to establish translation equivalence, researchers should 
have the original instrument translated to a target language by a bilingual person and 
back-translated to the original language by another bilingual person". 
The pilot research instrument was translated into four languages: English, Hindi, 
Singhalese and Bengali. At the time of administration, respondents had the option to 
respond in English or the local language. It should be noted that the Hindi, Singhalese 
and Bengali versions were first pre-tested on local respondent and checked by "back-
translation" method (Green and White, 1976) where by the English original is translated 
into the foreign language and then back translated into English to check for questionnaire 
dissimilarities. No difficulties were detected in understanding of the semantic meaning of 
each question. During the pilot study, questionnaires were administered on 50 
respondents in Delhi, and 20 each in Dhaka and Colombo. Interestingly, only 4 
respondents from Dhaka and Colombo encountered problems with English version. A 
Hindi version of the questionnaire was attached with the English questionnaire for the 
benefit of those who were not well versed in English. Since the target respondents were 
from middle to high income group and belonged to educated class, it was decided to use 
only the English version for the study. 
4.6.3 Pilot Testing of the Questionnaire 
Sommer and Sommer (1991) have stated that "the impressive economy of the 
questionnaire is partially offset by the researcher's inability to clarify the meaning of 
terms" (p. 138). Thus, pilot testing can be regarded as the final step toward the 
improvement of survey results. The main reason for conducting a pilot test is to 
determine the potential effectiveness of the questionnaire and whether further revision is 
needed prior to conducting the survey. In addition, the pilot study was conducted to 
ensure the validity, sequence and relevance of the questionnaire to this study. 
Pilot testing a questionnaire consists of trying it out on a small sample of persons having 
characteristics, as far as possible, similar to those who will be included in the actual 
survey (Reynolds et al. 1993). The pilot test was carried out in August to October period 
in year 2006 in Delhi. About 50 respondents belonging higher income strata and living in 
various parts of Delhi were randomly approached. This was done during one of the 
exhibitions in Pragati Maidan in Delhi. Similarly, during the same period, the 
questionnaire in English was distributed to some 20 respondents in Sri Lanka with the 
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help of an assistant who worked in one of the Departmental stores in Colombo. In case of 
Bangladesh, about 20 questionnaires were distributed to respondents residing in Gulshan 
area of Dhaka. Based on the feedback obtained during pilot study, necessary changes 
were introduced in the questionnaire. 
The first issue that came out was the respondent's clarity or differentiation of unbranded 
fresh milk products prepared at home or delivered by local village supplier (milkman) to 
branded one that we intended to measure. This was especially true in case of Delhi and 
Dhaka respondents. To bring clarity on this issue the word 'Branded' was introduced and 
underlined. In question number 1, wherein the actual shopper was to be ticked, researcher 
found that in the higher income group people frequently employed servants to purchase 
the product but still the decision making was done by them. The servant was just a carrier 
of the product. Hence "others" as an option was included. In Question number 2 intention 
was to measure the frequency of purchase of fresh milk. It came out in the pilot study that 
a large number of consumers in Colombo buy on a weekly or fortnightly basis compared 
to Delhi respondents were the purchases were of daily or weekly nature. This was due to 
fact that fresh milk is sold in tetra packs in super stores which is shelf and temperature 
stable. Hence "monthly" as an option in the question was added for respondents. 
Similarly the seldom and rarely option were combined to form one option after the pilot 
study. 
In the question on health concerns, a number of respondents could not distinguish and 
understand the technical terms and hence in the final questionnaire, explanation of the 
technical terms was provided. For example, concern for high fat content was used instead 
of words like high cholesterol and obesity. 
The time taken by the respondents to fill in the questionnaire was about 20 minutes. In 
the option wherein respondents were asked to mention the number of family members, it 
came out that some of the members are not living with the family. This was true 
especially for families whose children were not living with them. To make it more 
understandable to the respondents the question was marked "only count the ones who 
lives at home". Similarly, correction was made in the income option as a significant 
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number of respondents in Delhi were found to be having income above Rs 6 lakhs 
annually. 
4.7 The Sampling Process 
Sampling overcomes the difficulties of collecting data from the entire population which 
can be impossible or prohibitive in terms of time, costs and other human resources 
(Forza, 2002). In this section, the sampling process will be discussed in four aspects as 
follows: (1) defining the target population, (2) determining the sample size, (3) sampling 
procedure, and (4) sources of sampling errors. 
4.7.1 Target Population 
The basic principle of sampling is that by selecting some of the elements in a population, 
a researcher may draw conclusions about the entire population. According to Fink 
(1995:1): 
"A sample is a portion or a subset of a larger group called a population. The 
population is the universe to be sampled. ...A good sample is a miniature version 
of the population -just like it, only smaller. " 
4.7.2 Sample Size 
Determining the sample size for a given research situation is a complex task and it 
depends on various qualitative and quantitative considerations (Sekaran, 1992; Bryman, 
2001; de Vaus, 2002). According to Forza (2002), determining sample size is a complex 
issue which is linked to the significance level and the statistical power of the test, and 
also to the size of the researched relationship (for example association strength or amount 
of difference). However, Burns (2000) and May (2001) are of the opinion that sample 
size is not necessarily the most important consideration when designing a survey. In fact, 
quantitative research does not always mean involving very large samples. While a large 
sample size would give a better accuracy in the findings (Kumar, 1999; Burns, 2000), it 
also increases the probability of committing non-sampling errors such as errors in 
administering the data collection. 
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According to Sekaran, (1992) however, "too large a sample size (say, over 500), could 
also become a problem in as much as we prone to committing Type II errors". As a rough 
guide, Denscombe, (1998) suggests a sample size in a range of 30 to 250 as appropriate 
for a small scale study. A sample size exceeding 500 is considered to be too large; 
however it can increase the power of statistical test and may result in detecting almost 
any difference, even of a very small magnitude (Huck and Cormier 1996). Keeping the 
above suggestions in mind, the target sample sizes for the three cities were 300 from 
Delhi, 120 from Dhaka and 110 from Colombo. 
4.7.3 Sample Selection 
4.7.3.1 Schematic Diagram of Sample Selection 
To have a representative finding, the sampling technique used must be objective. This is 
adopted by most researchers in order to provide findings that are generalizable. There are 
many types of samples but all samples are either probability (often called random 
samples) or non-probability. Probability sampling techniques are simple random 
sampling, systematic sampling, stratified sampling and cluster sampling, area sampling 
and double sampling. For non-probability sampling techniques, there are convenience 
sampling, judgmental sampling and quota sampling (Sekaran, 1992; Neuman, 1994; 
Churchill, 1995; Kinnear & Taylor, 1996). 
The sampling method used in the present study consisted of three-stage area sampling 
where clusters were formed on the basis of geographic locations of the population units. 
It involved following steps (Kinnear et al, 1996): 
> Segment a total geographic area of interest (e.g. city or state) into sub-areas 
(e.g. districis or zones) 
> Select a few of the sub-areas randomly, and 
> Study a sample of units randomly selected from each sub-area. 
The respondents were largely selected from urban population of the three cities to obtain 
comparable samples. It should be noted that Delhi and Dhaka have a substantial chunk of 
their population still residing in rural-like settings whereas Colombo is largely urban with 
negligible traces of rural settings. The respondents were carefully chosen so from the 
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middle to higher socio-economic classes (SEC) in order to ensure that the sample had 
similar representation in terms of respondent profile. 
Figure 4.7.1: Schematic Diagram of Sampling Procedure 
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4.3.7.2 Broad Sampling Plan: Delhi 
The focus was on urban population living in the proper city and hence up market 
residential colonies across the Delhi were selected to be the part of study. The selected 
colonies or societies, had neighbourhood stores and or company milk booths selling fresh 
milk and some milk products. Initially, random sampling procedure followed by 
convenience sampling was used for selecting the samples. Delhi was divided into four 
zones: North, South, East and West; and up market residential areas from these were 
selected. 
South zone largely comprises Lajpat "Nagar, Saket, East of Kailash, Sarita Vihar etc. The 
East Zone comprises of Mayur Vihar residential area and markets. West zone was 
Dwarka, Raja garden etc while in case of North zone, the focus was more on Rajori and 
Rohini area. Based on convenience, it was decided to obtain feedback from 75 
respondents (one from each household) from each of these zones for proper 
representation. The points of contact were local markets, intercepts at organized retail 
outlets and through personal contacts (by references). 
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4.7.3.3 Broad Sampling Plan: Colombo 
Colombo is divided into 15 zones. Since the zonification in the city is not uniform hence 
convenience sampling was used to collect the data. Most of the respondents were 
intercepted in the bazaars of zone 7 or in the fort area of Colombo. Researcher also used 
his personal contacts to circulate to administer the questionnaire. But care was taken to 
ensure that the respondent's demographic profile especially in terms of economic 
background matched those from Delhi. This was largely ensured by first enquiring about 
the type of locality and housing scheme in which they lived. 
4.7.3.4 Broad Sampling Plan: Dhaka 
Dhaka city has a population of 11 million. Of these, 6.7 million reside within its 
municipal limits. The city is divided into 7 zones based on police stations (Thanas). Of 
these Dhanmondi, Kotwali, Gulshan, Motijheel were selected for distribution of 
questionnaire. The points of contact were intercepts at malls like Vasundhra, and personal 
interviews through references. The families targeted had middle and upper middle class 
backgrounds. It should be noted that the middle class is largely created by the 
development process and usually represents a force of modernism in the developing 
societies (Green, Leonardi, Chandon, Cunningham, Verkage & Strazzieri, 1993). 
4.7.4 Detailed Sampling Plan: Delhi City 
Demographics: Delhi, the capital of India is the center of political, cultural and 
economic life. As already discussed, Delhi is divided into nine administrative districts, 
each named after their respective location headquarters: North Delhi, South Delhi, East 
Delhi, West Delhi, New Delhi, North West, North East Delhi, South West and Central 
Delhi in which about 13.85 millions (Census of India, 2001) individuals reside making it 
the third most populated city in India and second largest commercial center in South 
Asia. The total population of Delhi accounts for 1.34% of the all-India population. The 
population of Delhi city (areas under the jurisdiction of the Delhi city corporation) stands 
at 13,782,976 with a population density of 9340 persons /km^ The urban population is 
more than 90% in the selected districts. As per the latest Census (2001), the average 
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family size is 5.06 persons. The family size in urban areas is 4.99 persons in comparison 
with rural family size of 5.90 persons. 
Delhi's literacy rate is 81.67% making it sixth most literate State/U.T. in ranking of 
States of India. Most residents of Delhi speak Hindi, the national language. English is 
also spoken by a very large segment of the population and is also the language for 
education. English is an associate official language, and Punjabi and Urdu second official 
languages. Linguistic groups from ail over India are well represented in the city; 
Hinduism is the religion of 82% of Delhi's population. There are also large communities 
of Muslims (11.7%), Sikhs (4.0%)), Jains (1.1%) and Christians (0.9%)) in the city. 
Selection of Zones: As it was not feasible to cover all areas due to huge geographic 
spread, as well as time and monetary constraints, it was decided to divide the Delhi city 
into 9 zones based on the administrative districts and randomly pickup four zones (Figure 
4.7.4 (b) and Figure 4.7.4.(c). The zones that were picked up were North, South, East and 
West districts. South Delhi has a population of 2,258,367 (Census, 2001) and consists of 
three main sub-districts: Kalkaji, Hauz Khas and Defence Colony. East Delhi has a 
population of 448,770 (Census, 2001) and consists of Gandhi nagar, Preet Vihar and 
Vivek Vihar.North Delhi has a population of 779,788 (Census, 2001) and consists of 
Sadar Bazar, Kotwali and Civil Lines while West Delhi has a population of 2,119,641 
(Census, 2001) and consists of Patel nagar, Punjabi Bagh and Rajouri garden. Each 
district comprises a number of localities and hence a list of localities was generated. 
Selection of Sub Areas: From every zone (district) two sub-districts were randomly 
chosen. For example in the south district, Kalaji and Hauz Khas were randomly selected. 
Hauz Khas and Kalkaji area consists further of many residential blocks. 
Selection of Locality: A list of the residential blocks was made and one locality was 
randomly selected out of the two sub-districts. Lajpat Nagar -IV and Hauz Khas, DDA 
Colony was randomly selected. Lajpat Nagar IV has many residential blocks like Amar 
colony, Dayanand Colony. One locality was randomly selected. Here we selected Amar 
Colony for data collection. Amar colony is divided into A, B, C, D, E residential blocks. 
Block B and Block E were randomly selected for data collection. A list of households 
from randomly picked blocks (Block B and Block E of Amar Colony) was prepared. 
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From each of these lists, households were selected purely based on convenience. The 
objective behind this exercise was to have a representative sample as also minimize bias. 
The researcher made it a point to be present during the survey that began in the month of 
Aug 2006 and lasted till October 2006. 
During interactions with each prospective respondent, the purpose of the research was 
explained and consent for responding to the questionnaire obtained. Then researcher 
provided the questionnaire to the family member who was available and requested them 
to get it filled by the either husband or wife. The researcher later visited the locality and 
collected the questionnaire in person. In case the income was not filled or major portion 
of the questionnaire had been left unattended, it was discarded and a new respondent was 
contacted to cover the required numbers. 
Figure 4.7.4. (a) Localities of Delhi City 
Source http://en.wikipedia.org/wiki/File:Delhimap 
The researcher made it a point to personally fill up the questionnaire in case of those 
respondents who did not wish to fill it up themselves. As already explained, most of the 
people could understand English thus there was no problem in using the English 
questionnaire. After collecting the data from 300 households, at the editing stage, it was 
found that questionnaires from 286 households (286 individuals) were suitable for further 
analysis. The rest of the questionnaires had to be discarded as they were incomplete in 
various respects such as of income profile, missing information pertaining to critical 
questions. 
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4.7.5 Detailed Sampling Plan: Colombo City 
Demographics: The 'population' of interest for the present study comprised all the 
urban middle to high income households within municipal limits of Colombo. It is the 
capital of Sri Lanka and center of political, cultural and economic life in Sri Lanka. It is 
divided into fifteen postal zones or districts (Colombo 1-15) each named after a locality. 
Colombo district, along with its metropolitan area, has a population of over 2,344,209 
(2007), making it the largest city in Sri Lanka. The population of Colombo city (areas 
under the jurisdiction of the Colombo city corporation) stands at about a little over 
600,000. The number of household in Colombo district was reported to be 550,084 and 
the average household size was 4.3. Most residents of Colombo speak Singhalese, the 
national language. English is commonly understood and spoken by a large segment of the 
population, especially for business & higher education purposes. Colombo is a multi-
ethnic, multi-cultural city. Buddhism is the predominant religion. Hinduism is the 
second-largest religion and smaller communities practice Islam and Christianity. The 
detailed plan is represented in Figure 4.7.5 (b) and Figure 4.7.5 (c). 
Selection of Zones: As it was not feasible to cover all areas due to huge geographic 
spread, inaccessible localities, difficulty in understanding language, safety issues, as well 
as time and monetary constraints, it was decided to randomly select four zones 
comprising Colombo 3 & Colombo 4; Colombo 5 & Colombo 6; Colombo 7 & Colombo 
8; and Colombo 10 & Colombo 14. 
Selection of Sub Areas: As we were interested in getting feedback from urban middle 
and upper middle class households, hence localities where such target group could be 
found were identified in the four zones. As there was no database or sample frame to rely 
on, the researcher after interacting with the local people, and university professors, 
decided to target about 15 households from each sub-area and 20 from Colombo 4 i.e. 
Bambalapitiya area. 
Selection of Locality: A list of localities or avenues was made for each sub area. For 
example for the Colombo 3, Kollupitiya area, localities or avenues on either side of 
Duplication Road or Galle Road; Sea View Avenue, St. Anthony, Mawatha, 5th Lane, 
Aloe Avenue, and Edward Lane were listed A list of households from a randomly picked 
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locality (e.g. 9"^  Lane, 14"^  Lane) were prepared. From each of these lists, household were 
selected based on convenience. Also because of the issues of language and safety, 
assistance from a college student well versed with the area was taken. 
Colomtoo 
Figure 4.7.5 (a) Localities of Colombo City 
Source: www.citymayors.com 
The researcher made it a point to be present during the survey and cover all the residents 
along with help local college student beginning from the month of July 2006 till the end 
of December 2006. Process similar to Delhi was followed for contacting households, first 
explaining the purpose and questionnaire, providing the questionnaire and subsequent 
collection of questionnaire. It was ensured that the questionnaire was filled in either by 
husband or wife. In case the income band was not of interest, questionnaire was treated as 
incomplete, and discarded. Researcher himself was a frequent visitor to the city and had 
good acquaintances in Colombo city, and they proved to be of immense help in collecting 
the data. After collecting the data from 125 households, at the editing stage, it was found 
that questionnaires from 100 households (100 individuals) were suitable for further 
analysis. The rest of the questionnaires had to be discarded as they were incomplete in 
various respects such as of income profile, missing information pertaining to critical 
questions etc. 
4.7.6 Detailed Sf^mpling Plan: Dhaka City 
Demographics: The 'population' of interest for the present study comprised ail the 
urban middle to high income households of Dhaka City. Dhaka is the capital of 
Bangladesh and is also the center of political, cultural and economic life in Bangladesh. 
Dhaka (Town) has an area of 304 Sq. Km. and is on the bank of the river Buriganga. 
Dhaka district, along with its metropolitan area, has a population of over 12.3 million 
(2007), making it the largest city in Bangladesh. The annual per capita income of Dhaka 
is estimated at $3600. Literacy rate of Dhaka city is 62.3% (Census of Bangladesh, 
2001). Most residents of Dhaka speak Bengali, the national language. English is also 
spoken by a large segment of the population, especially for business purposes. Islam is 
the predominant religion with Hinduism being the second-largest religion. 
Selection of Zones: Dhaka city is divided into seven zones based on thanas. These 
zones are Dhanmondi, Kotwali, Ramna, Sutrapur, Tejgaon, Mohammadpur. As it was not 
feasible to cover all area of due to huge geographic spread, inaccessible localities, 
difficulty in understanding language, safety issues, as well as time and monetary 
constraints, it was decided to randomly pick four zones (North, South, Western and 
Eastern) for the purpose of the study (Figure 4.7.6 (b) and Figure 4.7.6 (c). 
Selection of Sub Areas: The researcher after interacting with knowledgeable locals, as 
well as university professors decided to randomly pick up two sub areas from each zones 
(total eight sub areas) namely North Zone: Benani & Gulshan; East Zone: Motijheel & 
Ramna; West Zone: Lalbagh, & Dhanmondi, and South Zone: Demra & Kotwali. The 
city has a moderate-sized middle class population, driving the market for modem 
consumer and luxury goods. For comparative analysis we wanted to focus on the urban 
middle and upper middle class households, and hence income and education was one of 
the main criteria based on which respondents were selected. 
Selection of Locality: A list of localities or clusters was made for each sub areas and 
two localities from each sub areas were randomly selected. A list of households from the 
selected up-market localities like (Benair, Baridara, Gulshan 1&2) were prepared. As 
there was no database to rely on, the researcher decided to target some 10 households 
each from Lalbagh, Kotwali, Ramna and Demra area and about 25 from Gulshan, 20 
from Benani and 20 from Dhanmondi sub areas based on convenience. For example 
Gulshan sub area consists of three wards (72, 73 and 74), 37 mouzas and 20 villages, 
including Gulshan Circle 1 and Circle 2. The Benani sub area consists of Model Town, 
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Baridhara and Mohakhali. Gulshan had a population of 28, 1337 and is a commercial 
cum residential area, originally meant for offices and embassies of diplomatic missions, 
as well as posh residences. Considering the fact that a large population of urban-educated 
and high income group resides in this part of city, we increased the number of households 
to 45, covering Benani and Gulshan 2 areas. Similarly, Motijheel has a population of 
2,23,676 with about 36059 household units. Hence we decided to take some 15 
households which fell in the middle to high income category. The third important area 
was Dhanmondi with a population of 201529 with about 33451 household units. 
Dhanmondi has a sizable population of residential colonies with middle to high income 
households. 
Figure 4.7.6 (a) Localities of Dhaka City 
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For establishing contacts in localities, for references, and collection of questionnaire, 
local assistance was taken. The researcher made it a point to be present during the survey 
and cover all the residents along with the local person beginning from the month of Aug 
2006 and till the end of December 2006. On meeting each prospective respondent, 
purpose of the study was explained and consent for filling-in the questionnaire obtained. 
Similar process as for Delhi and Colombo was followed. In certain cases, several follow 
up visits were required. After collecting the data from 120 households, at the editing 
stage, it was found that questionnaire from 99 families (99 individuals) were suitable for 
further analysis. The rest of the questionnaires had to be discarded as they were 
incomplete in various respects such as of income profile, missing information pertaining 
to critical questions etc. 
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Figure 4.7.4 (c): Sampling Plan for Delhi (South District) 
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Figure 4.7.5 (c): Sampling Plan of Colombo (Zone 3 & 4) 
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4.8 Method of Data Analysis 
4.8.1 Data Analysis in Cross Cultural Research 
The first decision regarding data analysis in cross-cultural research is to decide on the 
unit at which the analysis is to be conducted. Based on the level of aggregation, cross-
cultural data can be analyzed at three levels: individual, within-country or cultural unit, 
and across-countries or cultural units (Triandis, 1995; Malhota, Agarwal & Peterson, 
1999; Craig & Douglas, 2000; Malhotra & Peterson, 2001). 
Level of Analysis: Individual level analysis refers to analysing the data separately for 
each respondent. This approach is rarely feasible and thus an uncommon alternative. 
Within-country or cultural unit analysis refers to analysing data separately for each 
country or cultural unit. This approach, also termed intra-country (Craig & Douglas, 
2000) or intra-cultural analysis (Malhotra, 1999), is similar to analyses conducted in 
domestic research. Across-countries or cultural unit's analysis refers to analysing the 
data from all countries simultaneously. This method can be adopted following two 
approaches: the data from all respondents can be pooled and analysed, which is referred 
to as a pan cultural (Leung and Bond, 1989) or pan-country analysis (Douglas and 
Craig, 2000). This level of analysis allows for the extraction of the universal factors that 
underlie the data (Triandis, 1995). Alternatively, data can be aggregated for each 
country and these aggregate statistics analysed. This constitutes a cross-cultural analysis 
approach (Malhotra, Agarwal & Peterson, 1999) or inter-country analysis (Craig & 
Douglas, 2000). Cross-cultural analysis is recommended to compare the findings 
between countries and investigate their similarities and differences. 
Researcher in the present study has adopted cross cultural analysis approach 
involving comparison of data from each country to assess differences in the levels of 
variables. 
Techniques of Analysis: Cross-cultural methodology literature suggests the following 
techniques as appropriate for structure level studies: Correlation analysis; cluster 
analysis, multidimensional scaling, factor analysis, and structural equations (van de 
Vijver 8i Leung, 1997; Craig et al, 2000). Correlation analysis constitutes the simplest 
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approach to the examination of structural issues and has been widely used (Dawar, 
Parker & Price, 1996; Albers-Miller & Gelb, 1996; Cutler, Erdem & Javalgi, 1997; 
Furrer, Liu & Sudharshan, 2000; Yaveroglu & Donthu, 2002). More sophisticated 
techniques, hierarchical linear models have been proposed in cross cultural research. 
This technique allows accounting for multilevel data and has been deemed useful in 
explaining the effects of individual, culture-level variables, and their interactions on 
dependent variables. Following van de Vijver and Leung's (1997) call for use of this 
"promising tool" in cross-cultural research, it has been used in a few studies 
(Steenkamp, Hofstede & Wedel, 1999; Birgelem et al, 2002). 
Other techniques that are used to examine the levels of variables between countries are: 
cross tabulation, t-tests, analysis of variance, analysis of covariance, multivariate 
analysis of covariance, conjoint analysis and discriminant analysis (van de Vijver & 
Leung, 1997; Craig & Douglas, 2000). Cross-tabulation and chi-square statistics are 
typically used in commercial research and are also common in academic research in 
conjunction with other techniques (e.g. Alden, Hoyer & Lee, 1993; Kustin, 1993; Cutler 
et al, 1997; Lu, Rose & Blodgett, 1999; Malhotra & McCort, 2001). T-tests and 
analysis of variance are the most frequently used techniques to assess if variable means 
differ between countries (e.g., Sjolander, 1992; Donthu & Yoo, 1998; Malhotra & 
McCort, 2001; LeBlanc & Herndon, 2001; van Everdingen & Waarts, 2003; Park and 
Jun, 2003). Analysis of variance is also used when more than two cultures are studied 
(e.g., Zaichkowsky, 1989; Han & Shavitt, 1994; Dawar & Parker, 1994; Aaker & 
Mahesswaran, 1997; Fam & Merrilees, 1998; Donthu & Yoo, 1998; Malhotra & 
McCort, 2001). 
4.8.2 Choice of Software Package 
In this study, Statistical Package for the Social Science (SPSS) version 13.0 for 
Windows has been chosen as the computer program for data analysis. SPSS is a 
sophisticated software used by the social scientists and other professionals for statistical 
analysis. SPSS provides a large array for programs for univariate, bivariate and 
multivariate statistical analysis (Green & Salkind, 2003). It is largely regarded as the 
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most widely available and generally used comprehensive statistical computer package 
available for marketing research (Malhotra & Birks, 1999; Zikmund 2000), and for this 
reason it has been chosen by the researcher. 
4.8.3 Choice of Statistical Techniques 
The major considerations that influence the choice of tests include the objectives of the 
analysis, focus of the analysis, sample type and size, parametric versus non-parametric 
tests and the level of measurement (Afifi & Clark, 1996; Diamantopoulos & 
Schlegelmilch, 1997; Bums, 2000; de Vaus, 2002). 
In the present study, researcher has mainly used cross-tabulation, Chi-Square test, one 
way ANOVA and Kruskal Wallis H Test. For the purpose of ascertaining whether 
significant difference exist across the three cities for various decisions and related 
issues, Mann-Whitney U Test and Scheffe Multiple Comparison Test was employed 
after testing the differences by ANOVA and Kruskal Wallis H Statistics. 
4.8.4 Statistical Tests Used in the study 
4.8.4.1 Objectives and Focus of the Analysis 
Analysis objectives fulfill three basic roles: (i) help to ensure that only relevant analysis 
to be undertaken; (ii) to provide a check on the comprehensiveness of the analysis and 
(iii) to avoid redundancy in the analysis (Diamantopoulos & Schlegelmilch, 1997). The 
focus of analysis takes three basic forms: description; estimation and hypothesis testing 
(Diamantopoulos et ah, 1997). The main focus of the statistical analysis in this study 
was to test the proposed hypotheses concerning the influence of cultural affiliation on 
some aspects of consumer purchase behaviour and to deduce conclusions based on the 
empirical findings. This includes two types of hypotheses: (1) difference hypotheses 
between samples and (2) hypotheses of association between variables. 
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4.8.4.2 Sample Size Requirements 
According to Diamantopouios and Schlegelmilch (1997), unless the sample has been 
drawn probabilistically, the use of inferential statistics is not legitimate. For a simple 
analysis using non-parametric statistics, a sample size of at least thirty is recommended 
while for parametric statistics, a minimum sample of 100 is required (Diamantopouios 
et a!. 1997). In the current study, a sample size of 485 has been taken for statistical 
analysis which satisfies the requirement for parametric as well as non-parametric 
statistics. 
4.8.4.3 Level of Measurement and Statistical Tests 
The level of measurement of variables refers to how the categories of the variable relate 
to one another (de Vaus, 2002). It determines the level of sophistication of analysis that 
can be applied to the data. The higher the level of measurement, the more sophisticated 
the analysis (Diamantopouios & Schlegelmilch, 1997). Parametric statistics can only be 
applied to metric data (ratio and interval). Non-parametric tests are used, with nominal 
and ordinal data (Forza, 2002). Experts on non-parametric tests (Hollander & Wolfe, 
1999) claim that nonparametric tests are comparable to parametric tests in terms of 
power. There are three basic assumptions underlying parametric tests, as described by 
Bums, (2000). First, the tests require data that can be treated as equal interval (e.g. 
Likert scale); second, data should be normally distributed or closely so, and third, the 
amount of random, or error, variance should be equally distributed among the different 
samples. If these assumptions are violated, then non-parametric tests can be used to 
analyse the data (Forza, 2002). Since the data in this study are in the form of nominal as 
well as metric measurement, non-parametric tests as well as parametric tests have been 
employed for analysing the data. Also, following common practice, before any tests 
were conducted using the data set, measures of central tendency (mean and standard 
deviation) were run for each of the variables in the study. The observed distribution is 
exactly normal if the values or skewness and kurtosis are zero (Hair, Anderson, Tatham, 
& Black, 1998; Coakes & Steed 2001). From the analysis of ordinal as well as interval 
scales questionnaire none of the values of skewness and kurtosis for the variables in this 
study reached the +3.0; rather most of them were close to zero, indicating that the 
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assumption of normality had not been violated. Therefore for questions based on Likert 
scale parametric tests was to be employed while for other questions based on nominal 
scale non parametric tests were used. 
4.8.4.4 Bivariate Analysis 
Bivariate analysis involves the simultaneous analysis of two variables where the 
purpose is simply to study the relationship between the variables (Tabachnick & Fidell, 
2001). The main bivariate analysis carried out in this study was analysis of variance 
(ANOVA) as well as cross tabulation for nominal data. 
The nature of the data necessitated the use of non-parametric tests viz. Kruskal-Wallis-
H Test* and Mann-Whitney-U Test* (Malhotra, 2004; Aczel & Sounderpandian, 2006). 
The use of cross-tabulations has also been made at appropriate places. For the purpose 
of ascertaining whether there were any significant differences in the households 
responses vis-a-vis various purchase dimensions across the three cities, the Kruskal-
Wallis-H test was employed on the respective frequencies. For further ascertaining 
reasons for differences in the responses post KW test, Mann-Whitney-U Test was 
employed. 
4.8.4.5 One-way ANOVA 
ANOVA is by far the most flexible and widely used technique of quantitative analysis 
in marketing and consumer behaviour research (Malhotra, Peterson & Kleiser, 1999). 
* The Kruskal Wallis H Test is the non-parametric alternative to the Analysis of Variance - Between 
Subjects. It uses the rank value of each case, not merely its location to the median. The Kruskal Wallis H 
test, is used when scores on a continuous variable have to be compared by the levels of a categorical 
variable with 3 levels or more. The formula being: 
H - '' 3 ( n + 1) 
n (n + I) 
* The Mann-Whitney-U Test is the non-parametric alternative to the Independent-samples t-test. The 
independent-sample t-test is used to examine for significant differences in means scores of two levels of 
an independent (categorical) variable. The Mann-Whitney U Test is used to examine for significant 
differences on non-parametric continuous data between two levels of a categorical variable. The formula 
being: 
t/ = „.,!!i(!!ill)-p 
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ANOVA as being a robust procedure and the above assumptions frequently can be 
violated with relatively minor effects (Maxwell & Delaney, 1990; Winer, Brown & 
Michels, 1991; Hays, 1994; Kirk, 1995; Sirkin 1995; Hinton 1995; Diamantopoulos & 
Schlegelmilch, 1997; Howell, 1997; Jaccard, 1998; Black, 1999; Newton & Rudestam, 
1999; Roberts & Russo, 1999; Everitt, 2001; Cramer & Howitt, 2004; Field, 2005). 
Robust is the term used for a statistical method that produces correct results even when 
its assumptions fail to hold. According to Maxwell and Delaney (1990), ANOVA is 
generally robust to violations of normality assumption. The key statistic in ANOVA is 
the variance ratio (F), testing if the means of the groups formed by values of the 
independent variables (or combinations of values for multiple independent variables) 
are different enough not to have occurred by chance. If only two means are compared, 
then ANOVA will give the same results as the t-test for independent samples (Sirkin, 
1995) The larger the F-ratio, the bigger are the differences between the means of the 
groups making up a factor in relation to the differences within the groups and the more 
likely it is to be statistically significant (Cramer & Howitt, 2004). One-way ANOVA 
procedure was used in this study to test differences in a single interval dependent 
variable (health concerns ) among three groups (for example, Delhi, Colombo, Dhaka) 
formed by the categories of a single categorical independent variable (nationality). In 
keeping with customary practice in social science research the significance level was set 
at p < 0.05 for all comparisons. 
4.8.4.6 Post-hoc Procedure 
The ANOVA procedure provides a method of rejecting the null hypothesis and 
accepting the alternative hypothesis that the groups' means are not equal, but it does not 
pinpoint exactly where the significant difference lies if there are more than two groups 
(Field, 2005). There are a number of post hoc tests but there is no clear consensus about 
which tests are the most appropriate to use (Cramer & Howitt, 2004). Among the more 
common post hoc tests are the Scheffe test, Tukey's HSD method, Tukey's LSD 
approach, Duncan Multiple Range Test, Bonferroni and the Newman-Kuels test. Each 
test identifies which comparisons among group (Delhi, Dhaka or Colombo) have 
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significant differences. In keeping with customary practice, the significance level was 
set at p < 0.05 for all post-hoc comparisons. 
4.9 Evaluation of the Measurements 
A multi-item instrument should be evaluated for accuracy and applicability (Greenleaf, 
1992). The evaluation of the measurements used in this study involved the assessment 
of the validity and reliability of the instrument. 
4.9.1 Validity 
Validity is one criterion for evaluating the soundness of a research instrument and is the 
extent to which an empirical measure adequately reflects the real meaning of the 
concept under research. An assessment of validity would indicate how well a particular 
measure captures what it is designed to measure. A measuring instrument is considered 
to be valid if it does "what it is purported to measure" (Rust & Golombok, 1999). 
According to Diamantopoulos and Schlegelmilch, (1997) reliability and validity are 
closely related but not perfectly independent. Reliability, although necessary for 
validity, is not in itself sufficient and can guarantee validity, and vice versa (Rose & 
Sullivan, 1996; Hair, 1998). This means that a construct may be consistent (reliable) but 
not accurate (valid), or otherwise, it may be accurate but not consistent. Validation of an 
instrument always demands empirical investigations, with the nature of the evidence 
required depending on the type of validity (Nunnally & Bernstein, 1994). Several types 
of validation procedures are suggested in the social science literature (Nunnally & 
Bernstein, 1994; Diamantopoulos et al., 1997; Malhotra & Birks, 1999; Rust & 
Golombok,, 1999; Zikmund, 2000). 
Two types of validity are of applicable to this study: (1) content validity, the degree of 
correspondence between the items selected to constitute a summated scale and its 
conceptual definition and (2) construct validity, the ability of a measure to confirm a 
network of related hypotheses generated from a theory based on constructs. 
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Figure 4.9.1: Flow Chart Depicting Scheme of Analysis 
Development of Survey Instrument 
Iz. 
Data collected from three cities viz. Delhi, 
Colombo and Dhaka 
Iz 
> Reliability Analysis Using Cronbach's alpha 
> Validity Checked through Subject Experts 
Kruskal-Wallis-H Test used to analyze difference in 
involvement in different stages and sub decisions 
vis-a-vis member's position in the family and life 
stages. 
Mann-Whitney-U Test used to analyze 
differences in involvement in different 
stages and sub decisions vis-a-vis family 
type. 
Findings of Various Dimensions of Consumer 
Behaviour across the three cities viz. Delhi, 
Colombo and Dhaka 
Source: Prepared by researcher 
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4.9.1.1 Content validity 
Also called face validity, content validity is a judgmental evaluation of how well the 
content of a scale represents the measures. There is no statistical criterion for assessing 
the degree of content validity. The justification of the selection of item statements to be 
included in the sets of scale intended to measure a construct that is content valid is very 
much subjective in nature. In this connection, Zikmund (2000) recommended that the 
scale items should be reviewed by experts to examine whether they cover the entire 
domain of the construct being measured. When it appears evident to experts that the 
measure provides adequate coverage of the concept, a measure has content validity. 
4.9.1.2 Content Validity of the Data 
In this study, the content validity of the measurement instrument was assessed by asking 
subject experts to examine it and provide feedback. The experts included academicians 
and active researchers in the area of consumer behaviour. After they reviewed the 
questionnaire, changes were made to clarify and eliminate ambiguous statements in 
instructions and questions according to their recommendations. In addition, during the 
translation and pilot test, each item statement was examined for its clarity and relevance 
to the purpose of the research, which resulted in some modifications to the questions as 
well as statements. 
4.9.1.3 Construct Validity 
Construct validity is the approach to validating a measure by determining what 
construct, concept or trait the instrument is in fact measuring (Churchill 1995). There 
are two categories of validity: convergent validity and discriminant validity. Convergent 
validity refers to the degree to which the scale correlates in the direction with other 
measures of the same construct. In other words, the items show homogeneity within the 
same construct. Discriminant validity, refers to the extent to which a measure is distinct 
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from other measures, that is, it shows heterogeneity between different constructs 
(Malhotrae/a/., 1999). 
4.9.2 Reliability 
Measures of variables should have reliability in order to draw valid inferences from the 
research. When referring to a psychological test instrument such as a questionnaire, 
reliability has been described as "the attribute of consistency in measurement" 
(Gregory, 1996). According to Malhotra and Birlcs (1999), systematic sources of error, 
do not have an adverse impact on reliability. However, random error would results in 
inconsistency and leads to lower reliability. Thus reliability is "the extent to which 
measures are free from random error" (Malhotra et al, 1999). 
Mitchell (1996) discusses three main approaches for assessing reliability, test-re-test, 
alternative forms and internal consistency methods. The test-retest approach involves 
the administration of identical sets of instruments on two different occasions to the 
same set of respondents under as nearly equivalent conditions as possible. However, 
several problems like sensitivity of method, learned responses, carryover effects 
situational factors are associated with this approach (Kinnear & Taylor, 1996; Malhotra 
et al, 1999). The alternative-forms approach involves the same respondents 
measured at two different times with two equivalents, but not identical, instruments. 
The scores from the administration of two separate instruments are correlated to assess 
the reliability. However, this approach has two major issues. Firstly, it is difficult to 
construct two equivalent forms of the same instrument. Secondly, it is time consuming 
and expensive. 
In the case of the present research, even if it is possible to allocate the time to construct 
two equivalent instruments, it is very difficult to ensure the equivalence in content of 
the two separate versions as well as resources were a constraint. Therefore, a low 
correlation may have reflected either an unreliable or simply non-equivalent forms 
(Mitchell 1996). 
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The third approach of internal consistency reliability, "is used to assess the reliability 
of a summated scale where several items are summed to form a total score" (Malhotra 
et al, 1999). Forza (2002) noted that "the internal consistency method uses various 
algorithms to estimate the reliability of a measure from measure administration at one 
point in time". The assumption behind this approach is that the items of a measure work 
together as a set and should be capable of independently measuring the same construct. 
The simplest measure of internal consistency of an instrument that is presented to 
respondents only once is split-half reliability. Although commonly used in academic 
literature; in marketing, the procedure is not the best as the results depend on how the 
items are divided. A well-used approach to overcoming this problem is the use of 
Cronbach's alpha from the theory of measurement error (Nunnally & Bernstein, 1994). 
Measuring reliability this way is appropriate for consumer behaviour research and has 
been used by several researchers (e.g. Delener, 1994; LaBarbera & Gurhan, 1997; 
Essoo & Dibb, 2004). 
Cronbach's alpha (coefficient alpha) is the average of all possible split-half 
coefficients resulting from the different ways of splitting the instrument items 
(Cronbach, 1990). An important property of Cronbach's alpha is that its value increases 
with an increase in the number of measurement items. The inclusion of redundant items 
may superficially inflate the value of Cronbach's alpha (Peterson 1994). Cronbach's 
alpha is a reasonable indicator of the internal consistency of instruments that do not 
have right-wrong (binary) marking schemes, thus can be used for both essay questions 
as well as questionnaires using scales such as rating or Likert (Oppenheim, 1993). 
Use of Cronbach's alpha is employed in this study to assess the reliability. The value of 
Cronbach's alpha can range from 0 to 1. The closer Cronbach's alpha coefficient is to 
1.0 the greater the internal consistency of the items in the scale. Based upon the formula 
= rk /[I + (k -l)r] where k is the number of items considered and r is the mean of the 
inter-item correlations the size of alpha is determined by both the number of items in 
the scale and the mean inter-item correlations. One can see from this formula that 
increase in the number of items, increases Cronbach's alpha. Additionally, if the average 
inter-item correlation is low, alpha will be low. As the average inter-item correlation 
10 
increases, Cronbach's alpha increases as well. This makes sense intuitively - if the inter-
item correlations are high, and then there is evidence that the items are measuring the 
same underlying construct. This is really what is meant by "high" or "good" reliability. 
It refers to how well their items measure a single one-dimensional latent construct. 
Thus, if we have multi-dimensional data, Cronbach's alpha will generally be low for all 
items. However, the level of acceptable reliability is a contentious issue. George and 
Mallery, (2003) provide the following rules of thumb: "> .9 - Excellent, > .8 - Good, > 
.7 - Acceptable, > .6 - Questionable, > .5 - Poor, and < .5 - Unacceptable" (p. 231). 
While increasing the value of alpha is partially dependent upon the number of items in 
the scale, it should be noted that this has diminishing returns. It should also be noted 
that an alpha of .8 is probably a reasonable goal. Kerlinger and Lee, (2000) suggest that, 
in some cases, a reliability value of 0.5 to 0.6 is acceptable. Hair et al. (1998) on the 
other hand suggest that a reliability level between 0.6 and 0.7 represent the lower limit 
of acceptability for exploratory research. 
Hinkin, Tracey, & Enz, (1997) however were content with a reliability coefficient of 0.7 
and above. They considered this level as "an indication of strong item covariance or 
homogeneity and suggests that the sampling domain has adequately been captured". 
Similarly, according to Nunnally and Bernstein, (1994): in his meta-analysis, Peterson 
(1994) found that average reported alpha coefficients in behavioral research ranged 
from 0.7 for values and beliefs to 0.8 for job satisfaction. He however remarks that none 
of the recommendations have an empirical basis, a theoretical basis, or an analytical 
basis, but rather reflect "experience" or intuition. In spite of that, it is generally agreed 
that a reliability level of below 0.6 is unacceptable (Hair et al. 1998; Malhotra et al, 
1999). 
Alpha may be low if the test is short, items are measuring very different things (several 
different content areas or dimensions or if the test either contains very easy items or 
very tough items). 
4.9.2.1 Reliability Results of the Data 
Based on literature, in this study, an aiplia value of 0.6 was set as a cut-off point for the 
acceptance of the measure for the rating where we used Lilcert scales. The questions on 
consumer trust and product attribute are on Likert like rating scale and Cronbach's alpha 
was computed using SPSS. The alpha value was 0.75 for question on trust while it was 
0.65 for product attributes. The alpha value was 0.8 for Delhi, 0.75 for Colombo and 
0.65 for Dhaka for data on trust. The alpha value was 0.82 for Delhi, 0.70 for Colombo 
and 0.68 for Dhaka for data on product attributes. Thus, they were all within acceptable 
range. 
4.10 Limitations 
Though, a number of precautions have been taken to increase the reliability of the 
present study, yet, the researcher feels that there are certain limitations which require 
due consideration: 
• The region being multilingual, and multi-religious, the samples drawn may not 
be representative of the entire population of India, Sri Lanka and Bangladesh. 
Therefore, caution needs to be observed while generalizing the findings to other 
parts of the country. The scope of the research is limited to dairy products and to 
the urban middle and upper middle class families living in three mega cities of 
Delhi, Colombo and Dhaka This demographic profile further restricts the 
generalisation ability of results. While attempts have been made to keep the 
demographic profile similar across the three cities, some of the factors needed 
standardization. 
• Limitations of time, fund and willingness of the respondents dictated the sample 
could not be larger than the present one. Although this limits the generalization 
of results, the research represents first step in identifying useful concepts and 
relationships that can be later tested in much larger representative samples. 
• There is a need to broaden this research to include other dairy products. Products 
like yogurt or cheese are itself a category and more in-depth work can be 
undertaken to understand consumer behaviour. 
12 
• Since the results pertain to only a select group of respondents and specific 
decision making process, they strongly indicate the need for additional work to 
examine a number of methodological and practical questions. 
• Some of the limitation of the research reported here are due to the nature of 
research design and sample. Purposive convenience sampling, selection of areas 
in the cities for data collection places restrictions on the generalization -though 
not necessarily on the applicability of the findings. 
• There is possibility of respondent's bias owing to conservative social norms 
prevalent in Bangladesh as well as in India. Being an issue of inside information 
of their family, especially the income, the respondents may have given answers 
desirable from social point of view. 
• There is a possibility of respondent bias from answering what he/she would like 
to or desires to purchase rather that what they actually buy. 
• The seasonality has big influences on the consumption as well as purchase 
decision process. For instance, the requirement of yogurt increases in summers. 
Milk powder consumption goes up in winters in Dhaka. Delhi has both winters 
as well as summer while winters are not so apparent in Dhaka and Colombo. 
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CHAPTER 5 
ANALYSIS AND INTERPRETATION OF DATA 
5.0 Introduction 
This chapter deals with the analysis of data, which was collected for the present study 
on consumer buying behaviour in relation to selected dairy products viz. liquid milk 
(low fat and full fat milk), milk powder, cheese, yogurt and butter across three capital 
cities of Delhi, Colombo and Dhaka. To present a clear picture, the results have been 
arranged, both in tabular as well as graphical format wherever required. 
5.1 Characteristic of Sample 
Before proceeding further, it is necessary to describe the sample in terms of 
demographics, the profile of which is given in Table 5.1.1. 
5.1.1 Age Profile of the Respondents 
In total 485 valid usable questionnaires filled in by key family members (either husband 
or wife) were obtained from the three cities. The mean age of the respondents, who 
represented the family, was 38.5 years. The average family size was 3.8 members and 
the average number of children was 1.6. Out of 485 respondents 351 reported (72.3%) 
to have children in the age group 0-12 years of age. The demographic profile of the 
households across the three samples (from Delhi, Colombo and Dhaka) was quite 
similar in terms of average age, average number of family members and number of 
children. 
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Table 5,1.1: Demographic Profile of the Three Samples 
Variables 
Age (Yrs) 
No. of Family 
Members 
No. of Children 
Aggregate 
(N=485) 
(Mean) 
38.50 
3.83 
1.17 
Delhi 
{N=286) 
(Mean) 
39.50 
3.92 
1.01 
Colombo 
(N=iOO) 
(Mean) 
35 76 
3.54 
1.31 
Dhaka 
(N-99) 
(Mean) 
38.58 
3.90 
1.55 
Source: frepared hy researcher 
Delhi: Fotal number of valid responses was 286 from Delhi region and the mean age of 
the respondents was :?9.56 years with average of 3.91 members in family. The average 
number of children in the family was I. 
Figure 5,1.1: Mean Age (in Years) of Sample 
Source: Prepared by researcher 
Dhaka: The number of valid responses was 99 and the mean age was .'58.5X years with 
average of 3.89 members in family. The average number of children in the family was 
1.54. 
Colombo: the numbers of valid samples was 1(¥) and the average age of the 
respondent was .3.5.7 years. The average number of members in a family was .3..54 
members. The average number of children in the family was 1.3, 
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Figure 5.1.2: Number of Family Members (Wean) of Sample 
Figure 5.1.3: Number of Children (Mean) of Sample 
Sotirce: Prepared by researcher 
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5.1.2 Income Profile of the Respondents 
Respondents were asked to indicate their income by using three income bands given 
below: 
a) Low Income: Rs 150,000 to 300,000 or Rs (Lk)/Taka 225,000-475,000 
b) Medium Income: Rs 300,001 to 450,000 or Rs (Lk)/Taka 475,001-525,000 
c) Higher Income: Rs 450,001 and above or Rs (Lk)/Taka 525,000 and above 
The currency exchange rate of Sri Lankan, Rupees and Bangladesh, Taka was about 
0.65:1 & 0.85: 1. The income was standardized by converting it into equivalent of 
Indian Rupees. 
Table 5.1.2: Income Profile of the Sample 
City 
Delhi 
Colombo 
Dhaka 
Low Income 
Freq. 
128 
28 
25 
% 
44.8% 
28.0% 
25.3% 
Medium Income 
Freq. 
84 
58 
37 
% 
29.4% 
58.0% 
37.4% 
High Income 
Freq. 
74 
14 
37 
% 
25.9% 
14.0% 
37.4% 
Source: Prepared by researcher 
Delhi: Most of the households (44.8%) fell in the income band of Rs. 150,000 to Rs. 
300,000. About 29.4% of the households reported their family income to be in mid 
range of Rs 300,001 to Rs 450,000, while 25.9% of the households belonged to higher 
band ofRs 450,000 plus. 
Colombo: Most of the households (58%) fell in the medium income band. In fact, 72% 
of the households reported their income to be in low to medium income category. Only 
14% of the households belonged to high income group. Low income group comprised 
of28% of the sample. 
Dhaka: Almost 75% of households reported medium to high income while 37.4% of the 
respondents reportedly belonged to medium income category. About 37.4% of the 
respondents belonged to high income slab. Roughly 25.3% of the households were from 
low income group. 
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Figure 5,1.4: Income Profile of Sample 
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5.1.3 Occupation Profile of the Respondents 
Delhi: Majority of the respondents were either into business or private service. 
Respondents engaged in business constituted 41.60% of the sample while respondents 
into private service constituted 43.0%. About 9.45% of the respondents were 
government servants while 5.94% of the responses were from professionals. 
Colombo: Most of the respondents were into private service (75%). Respondents into 
business constituted 13.00% of the sample; only 7.0% respondents were government 
servants and roughly 5.00% of the responses were from professionals. 
Dhaka: Majority of the respondents were into private service (50.72%) and business 
(41.60%). Only 7.07% responses were from government servants and 4.94% of the 
sample constituted professionals. 
Table 5.1.3 
City 
Delhi 
Colombo 
Dhaka 
All 
: Occupation Profile of Sample 
Government 
Service 
Freq. 
27 
7 
7 
41 
% 
9.45 
7.00 
7.07 
8.45 
Business 
Freq. 
119 
13 
42 
174 
% 
41.60 
13.00 
42.42 
35.88 
Private Service 
Freq. 
123 
75 
48 
246 
% 
43.00 
75.00 
48.50 
50.72 
Professionals 
Freq. 
17 
5 
2 
24 
% 
5.94 
5.00 
2.00 
4.94 
Source: Prepared by researcher 
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Figure 5,1.5: Occupational Profile of Sample 
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5.1.4 Educational Profile of the Respondents 
Delhi: Respondents were asked to indicate the liighest qualification possessed by any 
member in the family. Almost 96.1% reported to be having graduates or post graduates 
or professional in their family. In case of only 3.8% of the households, the highest 
qualification was under graduate. 
Colombo: Majority of the families had graduates and above (87%); out of which 82% 
respondents reported that the highest education in their family was graduation and only 
5% of the family had post graduates or professionals. About 13% of the respondents 
were from families having undergraduate as the highest education. 
Dhaka: Majority of the families had (74.8%) graduates or higher qualifications. About 
45.5% reported to be having graduates in their family and 29.3% of the respondents had 
post-graduates or professionals in their family. Almost one fourth (25.3%) respondents 
reported to be having under-graduates. 
Table 5.1.4 
City 
Delhi 
Colombo 
Dhaka 
All 
t: Educational Profile of the Sample 
Less than Graduate 
Freq. 
11 
13 
25 
49 
% 
3.8 
13.0 
25.3 
10.1 
Graduates 
Freq. 
131 
82 
45 
258 
% 
45.8 
82.0 
45.5 
53.2 
Professionals & 
Postgraduates 
Freq. 
144 
5 
29 
178 
% 
50.3 
5.0 
29.3 
36.7 
Source: Prepared by researcher 
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Figure 5.1.6: Educational Profiie of Sample 
Education Profile of Sample (AH) 
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5.2 Actual Shopper in the Family for Dairy Products 
The respondents (husband or wife) were asked as who actually buys dairy products for 
the family. The choices were categories into: Husband, Wife, Both Husband and Wife, 
Husband, Wife and Children and Others. Others included home delivery and servants. 
The cross tabulation results of actual shopper in family with the nationality are 
presented in Table 5.2.1. To test the hypothesis for any significant differences among 
consumers of Delhi, Colombo and Dhaka city in terms of as to who shops in family for 
dairy products, Chi-Square test was employed. 
Delhi: About 28 % of the respondents reported that both husband and wife do the 
purchase while another large segment of respondents reported that any of them 
(husband, wife and children) do the purchase. A large proportion (24.8%) of 
respondents reported that others (servants) do the purchase. Only 4.3 % reported that 
husband and 16.3 % reported that only wife does the shopping. 
Table 5.2.1 Actual Shopper in the Family 
Shopper 
Husband 
Wife 
Both 
Husband 
&Wife 
Any 
Members 
Others 
Total 
Delhi 
Freq. 
12 
46 
79 
78 
71 
286 
% 
4.3 
16.3 
28.0 
27.7 
24.8 
100 
Rank 
5 
4 
1 
2 
3 
Colombo 
Freq. 
11 
14 
41 
13 
21 
100 
% 
11.0 
14.0 
41,0 
13.0 
21.0 
100 
Rank 
5 
4 
1 
3 
2 
Dhaka 
Freq. 
25 
8 
37 
15 
14 
99 
% 
25.3 
8.1 
37.4 
15.2 
14.1 
100 
Rank 
2 
5 
1 
3 
4 
Source: Prepared by researcher 
Colombo: Majority of respondents reported that both husband and wife do the 
shopping for dairy products. About 21 % of respondents reported that others do the 
purchase for the family while 13 % reported that any of the members (husband, wife 
and children) does the purchasing. About 14 % of the respondents reported only wife 
and 11 % reported that only husband does the purchase. 
Dhaka: Both husband and wife were found to be purchasing in 37.4 % of the cases 
while 25.3 reported that only husband did the shopping for the dairy products. 
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Percentage of only wife doing the shopping was low (8.1 %). About 15.2 % of the 
respondents reported that all the members of the family go for the purchase while only 
14.1 % reported that others (servants) do the shopping for the family. 
The ^ value of 54.303 (df = 8, p<0.05) establishes that there exists a significant 
difference in as to who is the actual shopper in the family in the context of dairy 
products across samples. Thus, the null hypothesis Hpi stands rejected. We further 
analyzed the differences and found that there existed significant difference between 
respondents of Delhi and Colombo /^ (J 7.086, df = 4, p<0.05), between Delhi and 
Dhaka X^ (47.884, df= 4, p<0.05) but not between Colombo and Dhaka ^ (8.824, df = 
4,p>0.05). 
5.2.2 Comparative Analysis of Actual Shopper Across Samples 
1. Husband as Shopper: There is a significant difference in shopping behaviour 
among Husbands x^= 36.738 (df- 2, p<0.05). Husbands in Colombo were significantly 
more likely to shop than husbands in Delhi {y^ = 6.\22, df= \, p<0.05). Similarly 
husbands in Dhaka were significantly more likely to shop than their counterparts in 
Delhi (x^= 37.537, df= 1, p<0.05). 
2. Wife as Shopper: Significant differences in shopping behaviour of wife X^= 3.908 
{df= 2, p>0.05) was not observed between respondents from the three cities. 
Table 5.2.2 Analysis 
Actual Shopper 
Df 
Chi- Square 
Sig 
S/NS 
of Actual Shopper by Chi-
Husband 
2 
36.738 
.000 
S 
Wife 
2 
3.908 
.142 
NS 
square Test 
Both 
2 
7.479 
.024 
S 
Family 
2 
0.190 
.663 
NS 
Others 
2 
4.969 
.083 
NS 
Source: Prepared by researcher 
3. Husband and Wife together: Significant differences exist in shopping behaviour of 
across the three cities [x^  =7.479 {df= 2, p<0.05)]. In Colombo, husbands and wife 
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together were more likely to shop than in case of Delhi {-^ = 6.189, df= 1, p<0.05). 
However, significant differences did not exist among husband and wife shopping 
together in case of Delhi and Dhaka (x^= 3.322, c^=l, p>0.05). 
4. Family Together: Significant differences were not found to exist on this dimension 
between responses from the three cities [x^= 0.190 {df=2, p>0.05)]. 
5. Others: Significant differences were not found to exist on this dimension too 
between responses from the three cities [x^= 4.969 {df=2, p>0.05)]. 
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5.3 Frequency of Purchase of Dairy Products - Comparative Analysis 
Buying pattern is a good indicator of purchase behaviour. Products with low purchase 
involvement have higher frequency of purchase. Six categories of products were 
selected and respondents were aslced about the purchase frequency. These branded 
products included low fat milk, full fat milk, milk powder, yogurt, cheese and butter. 
The respondents were asked to fill in their frequency of purchase into five categories 
ranging from sometimes, daily purchase, weekly purchase to monthly purchase. The 
frequency of purchase of low fat milk was then reclassified into three levels: 
a) High: Daily to Weekly Basis 
b) Medium: Fortnightly to Monthly Basis 
c) Low: Sometimes or Rarely 
The key objective was to explore if there were any differences in frequency of purchase 
of dairy products among consumers in Delhi, Colombo and Dhaka. The researcher has 
further tried to study the influences of various demographic factors on frequency of 
purchase. The Kruskal Wallis H test was used to test any significant differences 
between the samples. Kruskal Wallis H test is the non-parametric equivalent of 
Analysis Of Variance-Between Subjects Test. The dependent variable was the 
frequency of purchase of different dairy products at three levels: high, medium and low. 
Potential independent variables were various characteristics like nationality, occupation. 
Here, we compared the mean scores (M) [with the standard deviation (SD)] of 
frequency of purchase by households from the three cities. Following hypotheses were 
tested using the Kruskal Wallis H statistics for identifying significant differences. 
H02: Significant differences do not exist among the groups studied in the three cities in terms of 
frequency of purchase of dairy products. 
Ho2a'- Significant differences do not exist among the groups studied in the three cities in terms of 
frequency of purchase of low-fat milk. 
Ho2h: Significant differences do not exist among the groups studied in the three cities in terms of 
frequency of purchase of full-fat milk. 
H(j2c'. Significant differences do not exist among the groups studied in the three cities in terms of 
frequency of purchase of milk-powder. 
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Ho2d: Significant differences do not exist among the groups studied in the three cities in terms of 
frequency of purchase of yogurt. 
Ho2,: Significant differences do not exist among the groups studied in the three cities in terms of 
frequency of purchase of cheese. 
Ho2f: Significant differences do not exist among the groups studied in the three cities in terms of 
frequency of purchase of butter. 
The significance level {Asymp. Sig.) was then analysed to know whether the means are 
significantly different. Statistically, if this figure is below.05, then the finding is treated 
as being significant. When a significant result was found for the statistical test, it was 
necessary to break down the differences between pairs of means (here, frequency of 
purchase description comparing Delhi and Colombo households [1^' pair], Delhi and 
Dhaka households [2"*^  pair] and Colombo and Dhaka households [3'"'^  pair]). As 
recommended by researchers the Mann Whitney U test was used to compare these pairs 
of differences. It is important to note that one would only carry out these series of Mann 
Whitney U tests if one found a significant result for Kruskal Wallis H test. The Kruskal 
Wallis H test values are presented in Table 5.3 (a). // should be noted that the results of 
the various tests and their interpretation are presented separately for each product in 
subsequent sections. 
Table 5.3 (a) Frequency of Purchase- Results of Kruskal Wallis H Test 
Delhi 
Colombo 
Dhaka 
KW 
Rvalue 
S/NS 
Low 
Fat 
Milk 
285.30 
172.54 
191.96 
80.012 
.000 
S 
Full 
Cream 
Milk 
278.29 
180.69 
203.98 
59.386 
.000 
S 
Milk 
Powder 
178.43 
297.79 
374.19 
183.907 
.000 
S 
Yogurt 
259.62 
263.85 
173.94 
38.305 
.000 
S 
Cheese 
258.79 
243.00 
197.39 
17.374 
.000 
S 
Butter 
288.44 
190.85 
164.41 
91.024 
.000 
S 
Interpretation 
B>L>F>Y>C>M 
M>Y>C>B>F>L 
M>F>C>L>Y>B 
Source: Prepared by researcher 
Key: KW=Kruskal Wallis H Test; S=Significant; NS=Not significant; B=Butter: L=Low fat milk; 
Y= Yogurt; C=Cheese; M=Milk powder; F=Full fat milk 
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The summary of results for the differences in frequency of purchase of dairy products is 
presented below in Table 5.3(b). 
The table shows that the frequency of purchase of low fat milk, full fat milk, milk 
powder, yogurt, cheese and butter is significantly associated with consumer's 
nationality and there are significant difference among consumers of Delhi, Colombo 
and Dhaka. 
Table 5.3(b): Frequency of Purchase: Testing of Hypotheses 
Purchase 
Dimension Hypothesis 
df;P 
value 
KW 
test 
S/N 
S Hyp. FOP 
Ho2a:Significant differences 
do not exist among the 
groups studied in the three 
cities in terms of frequency of 
purchase of Low-fat milk 
df=2; 
P<0.05 80.01 
R 
(Ho2a) 
Ho2b:Significant differences 
do not exist among the 
groups studied in the three 
cities in terms of frequency of 
purchase of Full-fat milk 
df=2; 
P<0.05 59.38 
R 
(Ho2b) 
Frequency 
of Purchase 
(Dairy 
Products) 
Ho2c:Significant differences do 
not exist among the groups 
studied in the three cities in 
terms of frequency of 
purchase of Milk-powder 
df=2; 
P<0.05 183.90 
R 
(Ho2c) 
Ho2d: Significant differences 
do not exist among the 
groups studied in the three 
cities in terms of frequency of 
purchase of Yogurt 
df=2; 
P<0.05 38.30 
R 
(Ho2d) 
Ho2e:Significant differences 
do not exist among the 
groups studied in the three 
cities in terms of frequency of 
purchase of Cheese 
df=2; 
P<0.05 17.37 
R 
(Ho2e) 
Ho2f:Significant differences do 
not exist among the groups 
studied in the three cities in 
terms of frequency of 
purchase of Butter 
df=2; 
P<0.05 91.02 
R 
(Ho2f) 
D>Dh>C 
D>Dh>C 
Dh>C>D 
C>D>Dh 
D>C>Dh 
D>C>Dh 
Source: Prepared by researcher 
Key: R=Rejected; D=Delhi; C=Colombo: Dh=Dhaka; KW= Kruslcal Wallis H Test; FOP=Frequency of 
Purchase; S=Significant; NS=Not Significant 
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A series of post-hoc comparisons using Mann Whitney U tests comparing mean ranks 
and differences by each households group for each category of products in presented in 
Table 5.3.(c) 
Table 5.3(C): 
Product 
Low Fat 
Full Fat 
Milk 
Powder 
Yogurt 
Cheese 
Butter 
Differences in Frequency of Purchase: Mann Whitney U Statistics 
Further Analysis by Mann Whitney U 
Statistics 
(1) No Sigificant Differences between Delhi -
Colombo consumers 
(2) No Sigificant Differences between Delhi -
Dhaka consumers 
(3) No Sigificant Differences between Colombo -
Dhaka consumers 
(1) No Sigificant Differences between Delhi -
Colombo consumers 
(2) No Sigificant Differences between Delhi -
Dhaka consumers 
(3) No Sigificant Differences between Colombo -
Dhaka consumers 
(1) No Sigificant Differences between Delhi -
Colombo consumers 
(2) No Sigificant Differences between Delhi -
Dhaka consumers 
(3) No Sigificant Differences between Colombo -
Dhaka consumers 
(1) No Sigificant Differences between Delhi -
Colombo consumers 
(2) No Sigificant Differences between Delhi -
Dhaka consumers 
(3) No Sigificant Differences between Colombo -
Dhaka consumers 
(1) No Sigificant Differences between Delhi -
Colomoo consumers 
(2) No Sigificant Differences between Delhi -
Dhaka consumers 
(3) No Sigificant Differences between Colombo -
Dhaka consumers 
(1) No Sigificant Differences between Delhi -
Colombo consumers 
(2) No Sigificant Differences between Delhi -
Dhaka consumers 
(3) No Sigificant Differences between Colombo -
Dhaka consumers 
P-Value 
P<0.05 
F<0.05 
P>0.05 
P<0.05 
P<0.05 
P>0.05 
P<0.05 
P<0.05 
P<0.05 
P>0.05 
P<0.05 
P<0.05 
P>0.05 
P<0.05 
P<0.05 
P<0.05 
P<0.05 
P>0.05 
Mann 
Whitney-
UTest 
7638 
8720 
4566 
8548 
9815 
2945 
6816 
3174.5 
2945 
14093 
9198 
3072 
13397 
10545 
4047 
8567 
6894 
4432 
S/N 
S* 
S 
s 
NS 
S 
S 
NS 
S 
S 
S 
NS 
S 
S 
NS 
S 
S 
S 
S 
NS 
Source: Prepared by researcher 
Key: S=Significant. NS=Not Significant 
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5.3.1 Frequency of Purchase of Low Fat Milk 
Purchase frequency for low fat milk was found to be higher in India. About 65.6% of 
Delhi households reported higher frequency of purchase against 20% and 28.3%) for 
Colombo and Dhaka, respectively. About 68% of families from Colombo and 61.6%) 
that of Dhaka reported that they buy low fat milk sometimes or rarely. About 6.3% of 
Delhi families reported fortnightly to monthly frequency against \2% of Colombo 
households and 10.1% of the Dhaka households. 
Table 5.3.1 Frequency of Purchase Low Fat Milk 
City 
Delhi 
Colombo 
Dhaka 
Low 
Freq. 
80 
68 
61 
% 
28.1 
68.0 
61.6 
Medium 
Freq. 
18 
12 
10 
% 
6.3 
12.0 
10.1 
High 
Freq. 
187 
20 
28 
% 
65.6 
20.0 
28.3 
Source: Prepared by researcher 
Frequency scores were calculated, with mean ranks for the Delhi (Mean Rank = 285.30) 
Colombo (Mean Rank = 172.54) and the Dhaka (Mean Rank = 191.96), Thus, Delhi's 
mean rank was much higher than the other cities. A Kruskal Wallis H test indicated a 
significant difference between the groups on the measure of frequency of purchase of 
low fat milk, x^(2) = 0.00, p<.05 and hence Ho2a '^os rejected. 
A series of Mann Whitney U tests were carried out to provide post-hoc comparisons of 
the mean ranks. These tests clearly bring out that a significant difference exists between 
households of Delhi and Colombo (U = 7638.0, p<.05), between Delhi and Dhaka (U = 
8720, p<.05), but not between Colombo and Dhaka (U = 4566.0, p>.05). These findings 
suggest that both Colombo and Dhaka households are close to each other in frequency 
of purchase of low fat milk. 
5.3.2 Frequency of Purchase of Full Fat Milk 
Delhi: Significant number (73.1%) of families from Delhi purchase full fat milk and 
only 20.0%) reported low purchase frequency. Only 6.6% of Delhi households reported 
medium (fortnightly or monthly) purchase of full fat milk. 
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Colombo: Full fat milk was not found to be popular. Majority of milk is sold in 
tetrapacks. Majority of families (51%) reported low frequency of purchase. They buy 
full fat milk rarely or sometimes. This can be largely explained on the basis of Sri 
Lankan culture wherein fresh milk purchase is not a part of daily food choice behaviour. 
Still about 33.0% families reported a high frequency of purchase in terms of either daily 
or weekly purchase. About 16.0% of families reported medium frequency of purchase 
buying it either fortnightly or monthly. One of the reasons could be that the tetrapack 
has a shelf stable packaging and the purchase frequency may not truly be represented. 
Dhaka: Similar behaviour could be observed among families from Bangladesh. About 
42.4% families reported high frequency of purchase (daily or weekly basis). While 
43.4% of households said that they buy it sometime or rarely thus reporting low 
frequency of purchase. 
Further the frequency scores were calculated, with mean ranks for the Delhi (Mean 
Rank = 278.29) Colombo (Mean Rank = 180.69) and the Dhaka (Mean Rank = 203.98), 
Delhi stood at the top with much higher mean rank than other cities. 
Kruskal Wallis H test indicated a significant difference between the three groups on the 
measure of frequency of purchase of full fat milk, x ^(2) = 0.00. p<.05 and hence the 
hypothesis Hoib '^QS rejected. 
A series of Mann Whitney U tests were carried out to provide post-hoc comparisons of 
the Mean Ranks. These tests show us that a significant difference exists between 
families of Delhi and Colombo (U = 8548.50, p<.05), between Delhi and Dhaka (U = 
9815, p<.05), and between Colombo and Dhaka (U = 4470.50, p>.05). These findings 
suggest that both Colombo and Dhaka families describe themselves as closer to each 
other in frequency of purchase of high fat milk. 
Table 5.3.2 Frequency of Purchase of Full Fat Milk 
Cities 
Delhi 
Colombo 
Dhaka 
Low 
Freq. 
58 
51 
43 
% 
20.3% 
51.0% 
43.4% 
Medium 
Freq. 
19 
16 
14 
% 
6.6% 
16.0% 
14.1% 
High 
Freq. 
209 
33 
42 
% 
73.1% 
33.0% 
42.4% 
Source: Prepared by researcher 
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5.3.3 Frequency of Purchase of Milk Powder 
Traditionally, milk powder usage is reported more in Sri Lanka and Bangladesh as it 
serves as substitute for fresh milk in home preparations. Milk powder in India is largely 
being used for baby food and for daily usage (for making tea and coffee) by canteens 
and offices. Similar results are reflected in the cross tabulation wherein Dhaka families 
reported higher frequency of its purchase followed by Colombo while Delhi reported 
low frequency of purchase in general. 
In Dhaka, 81.8% households reported higher frequency of purchase buying it either 
daily or weekly against 39.0% in Colombo and 6.7% in Delhi. Delhi and Colombo 
reported similar buying behaviour in terms of medium frequency of purchase as about 
43.9% household in Delhi and 50.0% in Colombo households prefer to purchase milk 
powder on fortnightly to monthly basis. Low frequency of purchase was reported 
largely by Delhi household (49.5%). Only about 11.0% of Colombo households and 
7.1 % of Dhaka families reported low frequency of purchase. 
Frequency scores were calculated, with mean ranks for the Delhi (Mean Rank = 178.43) 
Colombo (Mean Rank = 297.79) and the Dhaka (Mean Rank = 374.19), Dhaka's mean 
being much higher than the other cities. 
A Kruskal Wallis H test indicated a significant difference between the groups on the 
measure of frequency of purchase of milk powder, x (2) = 0.00, p<.05 hence the 
hypothesis Ho2c "^(^^ rejected. 
A series of Mann Whitney U tests were carried out to provide post-hoc comparisons of 
the mean ranks. These tests show significant differences between families from Delhi 
and Colombo (U = 6816.00, p<.05), Delhi and Dhaka (U = 3174.50, p<.05), and 
between Colombo and Dhaka (U = 2945.00, p<.05). 
Table 5.3.3: Frequency of Purchase of Milk Powder 
City 
Delhi 
Colombo 
Dhaka 
Low 
Freq. 
141 
11 
7 
% 
49.5% 
11.0% 
7.1% 
IVIedium 
Freq. 
125 
50 
11 
% 
43.9% 
50.0% 
11.1% 
High 
Freq. 
19 
39 
81 
% 
6.7% 
39.0% 
81.8% 
Source: Prepared by researcher 
132 
5.3.4 Frequency of Purchase of Yogurt 
Yogurt seems to be generally popular in India and Sri Lanka. Households in Delhi and 
Colombo exhibited higher frequency of purchase while Dhaka households showed 
medium frequency of purchase of yogurt. Yogurt was being purchased by 66.0% of 
households in Delhi, 66.0% in Colombo and 23.2% in Dhaka city on daily or weekly 
basis. About 61.6% of Dhaka households reported medium frequency of purchase of 
yogurt. Low level of purchase (rarely or sometimes) was reported by 16.8%, 13.0% and 
15.2% of households in Delhi, Colombo and Dhaka, respectively. Since branded yogurt 
requires infrastructure for storage (chiller cabinets & refrigerators) it makes sense to 
buy it when required for purchase (daily or weekly). In Delhi, majority of local 
shopkeepers (sweet shops, milk shops) produce their own brand of yogurt. Availability 
and infrastructure may be the factors preventing purchase of yogurt on daily or weekly 
basis in Dhaka city. 
Frequency scores were calculated, with mean ranks for the Delhi (Mean Rank = 259.62) 
Colombo (Mean Rank = 263.85) and the Dhaka (Mean Rank = 173.94), Colombo mean 
being much higher than the other groups. 
A Kniskal Wallis H test indicated a significant difference between the groups on the 
measure of frequency of purchase of yogurt, x^{2) = OM, p<.05 hence the hypothesis 
Ho2d ^ ^'<^s rejected. 
A series of Mann Whitney U tests were carried out to provide post-hoc comparisons of 
the mean ranks. These tests exhibit a significant difference between households from 
Delhi and Dhaka (U = 9198.50, p<.05), between Colombo and Dhaka (U = 3072.00, 
p>.05), but not between Delhi and Colombo (U = 14093.50, p>.05). These findings 
suggest that both Colombo and Delhi households were closer to each other in frequency 
of purchase of yogurt and thus show similar purchase behaviour. 
Table 5.3.4: Frequency of Purchase of Yogurt 
City 
Delhi 
Colombo 
Dhaka 
Low 
Freq. 
48 
13 
15 
% 
16.8 
13.0 
15.2 
Medium 
Freq. 
49 
21 
61 
% 
17.2 
21.0 
61.6 
High 
Freq. 
188 
66 
23 
% 
66.0 
66.0 
23.2 
Source: Prepared by researcher 
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5.3.5 Frequency of Purchase of Cheese 
Cheese is a value addition of dairy industry and is often related to lifestyle. Delhi 
Colombo and Dhaka households reported medium frequency of purchase behaviour. 
About 29.0% households in Delhi, 28.0% households in Colombo and 14.1% 
households in Dhaka reported higher frequency of purchase (daily to weekly). 
In Delhi about 56.6% households reported medium frequency of purchase (buying 
cheese either daily or weekly). Similarly 50.0% and 53.5% of households of Colombo 
and Dhaka reported medium frequency of purchase. Cheese is a part of Sri Lankan 
culture and is often used for entertaining guests and for children. 
Cottage cheese or paneer is used as protein source for making home preparations in 
Northern part of India. While most of the paneer is sold unbranded in Delhi, for the 
purpose of study only branded paneer has been considered. Still it was difficult to assess 
if the households was reporting which type of paneer. Also branded cottage cheese is 
expensive (normally cost about Indian Rs.l25 /kg) and hence price could be the reason 
of its lower purchase frequency. Low frequency of purchase was reported by 14.3% of 
Delhi households, 22.0% of Colombo and 32.3% of households from Bangladesh. 
Table 5.3.5: Frequency of Purchase of Cheese 
City 
Delhi 
Colombo 
Dhaka 
Low 
Freq. 
41 
22 
32 
% 
14.3 
22.0 
32.3 
Medium 
Freq. 
162 
50 
53 
% 
56.6 
50.0 
53.5 
High 
Freq. 
83 
28 
14 
% 
29.0 
28.0 
14.1 
Source: Prepared by researcher 
Cheese being expensive, the trend is to have it either fortnightly or atleast monthly. 
Frequency scores were calculated, with mean ranks for the Delhi (Mean Rank == 258.79) 
Colombo (Mean Rank = 243.00) and the Dhaka (Mean Rank = 197.39), Delhi mean 
being much higher than the other groups. 
A Kruskal Wallis H test indicated a significant difference between the groups on the 
measure of frequency of purchase of cheese. x^(2) = OM, p<.05 hence the hypothesis 
Ho2e ^os rejected. 
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A series of Mann Whitney U tests were carried out to provide post-hoc comparisons of 
the mean ranks. These tests show us that a significant differences exist between 
households of Delhi and Dhai<a (U = 10545.00, p<.05), between Colombo and Dhaka 
(U = 4047.00, p>.05), but not between Delhi and Colombo (U = 13397.00, p>.05). 
5.3.6 Frequency of Purchase of Butter 
Delhi households showed higher frequency of purchase of butter while both Colombo 
and Dhaka households showed medium frequency of purchase of butter. Roughly 
17.2% and 44.2% pf Delhi households purchase butter on daily or weekly basis 
respectively, while 61.4% reported high frequency of purchase. High frequency of 
purchase could also be due to the fact that households might be purchasing butter in 
small pack sizes. 
Colombo households showed high frequency of purchase in case of 25.0% households; 
24.0% buying it weekly and 1.0% buying on daily basis. Similarly 14.1%) of Dhaka 
households showed high frequency of purchase with 12.0%) buying it weekly and 2.0% 
buying on daily basis. Both Colombo (56.0%) and Dhaka (64.6%)) households showed 
medium frequency of purchase of butter. In Colombo 35.0% and 21.0%) prefer to 
purchase it on fortnightly and monthly basis, respectively. In Dhaka (49.5%) 
households prefer to purchase butter on monthly basis while 12.2%) prefer buying on 
fortnightly basis. Low frequency of purchase was reported by 14.0%), 19.0% and 21.0% 
of households in Delhi, Colombo and Dhaka. 
Frequency scores were calculated, with mean ranks for the Delhi (Mean Rank = 288.44) 
Colombo (Mean Rank = 190.85) and the Dhaka (Mean Rank = 164.41), Delhi mean 
being much higher than the other groups. 
A Kruskal Wallis H test indicated a significant difference between the groups on the 
measure of frequency of purchase of butter, x^(2) = 0.00, p<.05 hence the hypothesis 
Ho2f'was rejected. 
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Table 5.3.6: Frequency of Purchase of Butter 
City 
Delhi 
Colombo 
Dhaka 
Low 
Freq. 
14 
19 
21 
% 
4.9 
19.0 
21.2 
Medium 
Freq. 
96 
56 
64 
% 
33.7 
56.0 
64.6 
High 
Freq. 
175 
25 
14 
% 
61.4 
25.0 
14.1 
Source: Prepared by researcher 
A series of Mann Whitney U tests were carried out to provide post-hoc comparisons of 
the mean ranks. These tests show us that there exists significant differences between 
households of Delhi and Colombo (U = 8567.50, p<.05), between Delhi and Dhaka (U 
= 6894.00, p<.05), but not between Colombo and Dhaka (U = 4432.50, p>.05). These 
findings suggest that both Colombo and Dhaka households describe themselves as 
being close to each other in frequency of purchase of butter. 
5.3.7 Frequency of Purchase and Occupation 
Kruskal Wallis H test was used to find out whether significant differences exist among 
different occupations. The dependent variable was the frequency of purchase of 
different milk product with three levels: high, medium and low. Independent variables 
used was professions of households namely government service, business, professional 
service, private service. If the KW H test was found significant then Mann Whitney U 
test was used to compare these pairs of differences between groups and to find out 
where the differences actually lie. 
1. Government Service 
Delhi's mean was much higher than households from Colombo and Dhaka for all the 
products. A Kruskal Wallis H test indicated a significant difference between the 
government servants on the measure of frequency of purchase of low fat milk, ;f ^3) = 
0.00, p<.05, on the measure of frequency of purchase of butter, ;^  ^(3) = 0.01, p<.05 as 
well as yogurt, ;f ^ (3) = 0.008, p<.05. 
A series of Mann Whitney U tests for low fat and butter showed a significant difference 
between government servants of Delhi and Colombo (p<.05), between Delhi and Dhaka 
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(p<.05), but not between Colombo and Dhaka (p>.05). These findings suggest that 
government servants from both Colombo and Dhaka describes themselves as being 
closer in purchase of low fat milk and butter. Analysis for yogurt by Mann Whitney U 
tests showed a significant difference between households from Delhi and Dhaka 
(p<.05), between Colombo and Dhaka (p<.05) but not Delhi and Colombo (p>.05) 
A Kruskal Wallis H test indicated no significant difference between the government 
servants on the measure of frequency of purchase of high fat milk, / ^(3) = 0.127, p>.05 
purchase of milk powder, ^ ^(3) = 0.141, p>.05. 
2. Business 
Kruskal Wallis H test indicated a significant difference between those engaged in 
business on the measure of frequency of purchase of low fat, full fat milk, milk powder, 
yogurt and butter, x (^3) = 0.00, p<.05. Further analysis for low fat, full fat milk and 
butter by a series of Mann Whitney U tests showed significant differences between 
respondents from Delhi and Colombo (p<.05), between Delhi and Dhaka (p<.05), but 
not between Colombo and Dhaka (p>.05). These findings suggest that households from 
both Colombo and Dhaka described themselves as being closer in the purchase of for 
low fat, full fat milk and butter. 
For milk powder, Mann Whitney U tests results showed significant differences between 
all the three households groups. For yogurt, significant differences were observed 
between households of Delhi and Dhaka (p<.05), between Colombo and Dhaka (p<.05) 
but not Delhi and Colombo (p>.05). These findings suggest that households from both 
Delhi and Colombo consider themselves as being closer in the purchase of yogurt. For 
cheese Kruskal Wallis H test indicated no significant differences between tne 
households on frequency of purchase of cheese, ;f ^ (3) = 0.514, p<.05. 
3. Private Service 
Kruskal Wallis H test indicated significant differences between those working for 
private enterprises on the measure of frequency of purchase of low fat milk, full fat 
milk, milk powder, yogurt and butter;^^(3) = 0.00, p<.05. Similarly, Kruskal Wallis H 
test indicated a significant difference between households on the measure of frequency 
of purchase of cheese, x ^(3) = 0.005, p<.05. 
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For low fat milk, full fat milk, butter, a series of Mann Whitney U tests showed 
significant differences between households from Delhi and Colombo (p<.05), between 
Delhi and Dhaka (p<.05), but not between Colombo and Dhaka (U = 1550.500, p>.05). 
For milk powder, Mann Whitney U tests results show significant differences between 
all the three households groups i.e. Delhi and Colombo (p<.05), between Delhi and 
Dhaka (p<.05), and between Colombo and Dhaka (p<.05). 
For yogurt and cheese, Mann Whitney U tests results showed significant differences 
between households from Delhi and Dhaka (p<.05), between Colombo and Dhaka 
(p<.05) but not between Delhi and Colombo (p>.05). These findings suggest that both 
Delhi and Colombo business households described themselves as being closer in the 
purchase of for yogurt and cheese. 
4 Professionals 
Kruskal Wallis H test indicated no significant difference between the professionals on 
the measure of frequency of purchase of low fat milk, ;f ^ (3) = 0.3, p>.05; milk powder, 
X '(3) = 0.011, p>.05; yogurt, / (^3) = 0.254, p>.05 and purchase of cheese, x (^3) = 
0.241, p>.05. But, Kruskal Wallis H test indicated a significant difference between the 
three groups on the measure of frequency of purchase of full fat milk, ^ (3) = 0.015, 
p<.05 and on the measure of frequency of purchase of butter, _;^  (3) = 0.024, p<.05. 
Further analysis of full fat milk by Mann Whitney U tests shows significant differences 
between households of Delhi and Colombo (p<.05), but not between Delhi and Dhaka 
(p>.05), and between Colombo and Dhaka (p>.05). These findings suggest that 
professionals from Delhi and Dhaka and Colombo and Dhaka consider themselves as 
being closer in the purchase of for full fat milk. 
A series of Mann Whitney U tests for butter showed significant differences between 
Delhi and Dhaka households (p<.05), between Colombo and Dhaka households (p<.05), 
but not between households of Delhi and Colombo (p>.05). These findings suggest that 
households from Delhi and Colombo consider themselves as being close in the purchase 
of butter. 
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Table 5.3.7(a) Frequency of Purchase and Occupation (Government): Kruskal Wallis H 
Statistics 
Delhi 
Colombo 
Dhaka 
KW 
P value 
S/NS 
Lovtr Fat 
Milk 
26.30 
10.00 
11.57 
19.371 
.000 
S 
Full 
Cream 
Milk 
23.33 
18.14 
14.86 
4.130 
.127 
NS 
Milk 
Powder 
20.56 
16.07 
27.64 
3.913 
.141 
NS 
Yogurt 
23.28 
23.00 
10.21 
9.687 
.008 
S 
Cheese 
23.59 
22.71 
9.29 
9.437 
.009 
S 
Butter 
25.46 
12.79 
12.00 
13.532 
.001 
S 
Source: Prepared by researcher 
Key: S=Significant; NS=Not-Significant value 
Table 5.3.7(b) Frequency of Purchase and Occupation (Business): Kruskal Wallis H 
Statistics 
Delhi 
Colombo 
Dhaka 
KW 
P value 
S/NS 
Low Fat 
Milk 
98.93 
46.73 
67.74 
27.556 
.000 
S 
Full 
Cream 
Milk 
97.92 
64.31 
65.15 
23.307 
.000 
S 
Milk 
Powder 
65.67 
117.73 
139.99 
82.679 
.000 
S 
Yogurt 
93.34 
107.77 
64.67 
15.632 
.000 
S 
Cheese 
90.02 
84.54 
81.29 
1.333 
.514 
NS 
Butter 
102.18 
57.62 
55.14 
40.273 
.000 
S 
Source: Prepared by researcher 
Key: S=SigniJicant; NS=Not-SigniJicant value 
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Table 5.3 7 (c) Frequency of Purchase and Occupation (Private): Kruskal Wallis H 
Statistics 
Delhi 
Colombo 
Dhaka 
KW 
P value 
S/NS 
Low Fat 
Milk 
147.22 
97.71 
103.00 
33.570 
.000 
S 
Full 
Cream 
Milk 
142.93 
97.46 
114.40 
24.910 
.000 
S 
Milk 
Powder 
84.03 
146.31 
189,00 
97.202 
.000 
S 
Yogurt 
131.92 
130.09 
91.63 
15.058 
.001 
S 
Cheese 
133.00 
124.88 
97.00 
10.711 
.005 
S 
Butter 
146.15 
107.79 
90,00 
32.056 
.000 
S 
Source: Prepared by researcher 
Table 5.3 7(d) Frequency of Purchase and Occupation (Professional): Kruskal Wallis H 
Statistics 
Delhi 
Colombo 
Dhaka 
KW 
P value 
S/NS 
Low Fat 
Milk 
13.50 
11.50 
6.50 
2.410 
.300 
NS 
Full 
Cream 
Milk 
14.65 
5.50 
11.75 
8.428 
.015 
S 
Milk 
Powder 
10.03 
19.70 
15.50 
8.941 
.011 
S 
Yogurt 
12.47 
15.10 
6.25 
2.737 
.254 
NS 
Cheese 
12.74 
14.50 
5.50 
2.850 
.241 
NS 
Butter 
14.56 
9.50 
2.50 
7.441 
.0241 
S 
Source: Prepared by researcher 
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5.4 Influence of Product Attributes: Comparative Analysis 
Attempt was made to compare various products attributes tiiat might have a bearing on 
purchase behaviour across the three cities. Six product attributes that were considered 
were: taste, nutrition, price, convenience, home made, freshness and packaging. 
Respondents from Delhi, Colombo and Dhaka were asked to rate them on a Likert like 
scale ranging from 1 to 5 (1 = least important to 5 = most important). Higher scores 
indicate a higher level of rating. Thereafter, One Way Analysis Of Variance (ANOVA) 
was used to examine whether the three samples differ significantly in their levels of 
importance attached to product attributes. The dependent variables were the product 
attributes for different milk products rated on the Likert scale. Here, we noted both the 
mean scores (with the standard deviation) of rating of product attribute by each of the 
groups of respondents and also noted which mean score is higher. The ANOVA results are 
presented in Table 5.4.1. The hypotheses that were considered are as follows: 
Hos: Significant differences do not exist among the groups studied in the three cities in terms of 
selection criteria (product attributes). 
This was further broken down into the following hypotheses: 
Hosa: Significant differences do not exist among the groups studied in the three cities in terms of 
"Taste " as product attribute. 
Hos/,: Significant differences do not exist among the groups studied in the three cities in terms of 
"Nutrition " as product attribute 
Hoii,: Significant differences do not exist among the groups studied in the three cities in terms of 
"Price" as p'-oduct attribute. 
Ho3j: Significant differences do not exist among the groups studied in the three cities in terms of 
"Convenience" as product attribute. 
Hns,,: Significant differences do not exist among the groups studied in the three cities in terms of 
"Homemade " as product attribute. 
Hoj/ Significant differences do not exist among the groups studied in the three cities in terms of 
"Freshness " as product attribute. 
Ho3g. Significant differences do not exist among the groups studied in the three cities in terms of 
"Packaging" as product attribute. 
The significance level {Asymp. Sig.) was then analyzed to know if the differences noted 
among the means are significant. When a significant result was found for the statistical test 
it was necessary to break down the differences between pairs of means (here, product 
attribute description comparing Delhi and Colombo households [P' pair], Delhi and Dhaka 
households [2"'' pair] and Colombo and Dhaka households [3"* pair]). As recommended by 
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researchers, Scheffe test was used to compare these pairs of differences. The "Scheffe 
Test" tests for significant differences between mean scores of each of the possible pairs of 
categorical variable allows one to get an overall picture of where the differences lie. The 
Scheffe test values used to compare the ranked mean values are presented in Table 5.4.2, It 
is important to note that post-hoc Scheffe Test was employed only if a significant ANOVA 
result was obtained. 
5,4.1 Taste 
Mean scores of taste were calculated for the Delhi (M = 4.0733, SD = 1.07192), the 
Colombo (M= 3.4487, SD = 1.53), and the Dhaka rM= 4.1313, 5D = 0.790). Families 
from Dhaka scored higher than both Delhi and Colombo, and those from Delhi scored 
higher than Colombo. 
ANOVA results indicated a significant difference between the groups on taste, F (2, 482) = 
12.647, p < .05, hence the null hypothesis Hosawas rejected. 
To test for differences between households from Delhi and Colombo, Delhi and Dhaka, 
and Colombo and Dhaka, Scheffe test was used. The Scheffe test revealed that significant 
differences between households from Delhi and Colombo (p<.05), as well as Colombo and 
Dhaka (p<.05). However, significant differences were not observed between those from 
Delhi and Dhaka (p> .05). 
Table 5.4.1: Product Attributes Influencing Purchase; One Way ANOVA 
Attributes 
Taste 
Nutrition 
Price 
Convenience 
Homemade 
Freshness 
Packaging 
Delhi 
4.0733 
4.4770 
3.5405 
3.7037 
3.6266 
4.2957 
3.5267 
Colombo 
3.4487 
3.9083 
3.2900 
3.8726 
3.5761 
4.0900 
3.2732 
Dhaka 
4.1313 
3.7273 
4.0606 
3.1717 
3.5758 
4.4747 
2.7576 
F value 
12.647 
24.357 
10.837 
13.832 
.109 
4.661 
14.753 
P value 
.000 
.000 
.000 
.000 
.897 
.010 
.000 
S/NS 
S 
S 
S 
S 
NS 
S 
S 
Rank 
Dh>D>C 
D>C>Dh 
Dh>D>C 
C>D>Dh 
D>C=Dh 
Dh>D>G 
D>C>Dh 
Key: R=Rejected; D=Delhi; C=Colombo; Dh=Dhaka; ANOVA= Analysis of Variance Test; S=Significant; 
NS=Not Significant 
5.4.2 Nutrition 
Mean scores for nutrition were calculated for the Delhi (M= 4.4770, SD = 0.84), Colombo 
rM= 3.9083, SD - 1.25), and Dhaka (M= 3.7273, SD = 1.27). Here, we note that Delhi 
142 
households scored higher than both Dhaka and Colombo, and that those from Colombo 
scored higher than Dhaka. 
Table 5.4.2 Product Attributes: Multiple Comparisons by Scheffe Test 
Attributes 
(Dependent 
Variable) 
Taste 
Nutrition 
Price 
Convenience 
Homemade 
Freshness 
Packaging 
Nationa!ity(lndependent Variable) 
(1) No Significant Differences between Delhi - Colombo 
consumers 
(2) No Significant Differences between Delhi - Dhaka 
consumers 
(3) No Significant Differences between Colombo - Dhaka 
consumers 
(1) No Significant Differences between Delhi - Colombo 
consumers 
(2) No Significant Differences between Delhi - Dhaka 
consumers 
(3) No Significant Differences between Colombo - Dhaka 
consumers 
(1) No Significant Differences between Delhi - Colombo 
consumers 
(2) No Significant Differences between Delhi - Dhaka 
consumers 
(3) No Significant Differences between Colombo - Dhaka 
consumers 
(1) No Significant Differences between Delhi - Colombo 
consumers 
(2) No Significant Differences between Delhi - Dhaka 
consumers 
(3) No Significant Differences between Colombo - Dhaka 
consumers 
(1) No Significant Differences between Delhi - Colombo 
consumers 
(2) No Significant Differences between Delhi - Dhaka 
consumers 
(3) No Significant Differences between Colombo - Dhaka 
consumers 
(1) No Significant Differences between Delhi - Colombo 
consumers 
(2) No Significant Differences between Delhi - Dhaka 
consumers 
(3) No Significant Differences between Colombo - Dhaka 
consumers 
(1) No Significant Differences between Delhi - Colombo 
consumers 
(2) No Significant Differences between Delhi - Dhaka 
consumers 
(3) No Significant Differences between Colombo - Dhaka 
consumers 
P Value 
P<0.05 
P>0.05 
P<0.05 
P<0.05 
P<0.05 
P>0.05 
P>0.05 
P<0.05 
P<0.05 
P>0.05 
P<0.05 
P<0.05 
P>0.05 
P>0.05 
P>0.05 
P>0.05 
P>0,05 
P<0.05 
P>0.05 
P<0.05 
P<0.05 
S/NS* 
S 
NS 
S 
s 
s 
NS 
NS 
s 
S 
NS 
S 
S 
NS 
NS 
NS 
NS 
NS 
S 
NS 
S 
S 
Key: S=Significant value atp=0.05.NS=Non-Significant value atp=0.05 
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ANOVA results showed that significant differences exist between the three cities on 
nutrition attribute, F (2, 482) = 24.357, p < .05. Thus, the null hypothesis HOsb was 
rejected. 
To test for differences between Delhi and Colombo, between Delhi and Dhaka, and 
Colombo and Dhaka, Scheffe test was used. The Scheffe test revealed that significant 
differences existed between households from Delhi and Colombo (p<.05), as also between 
Delhi and Dhaka (p<.05). However, significant differences were not observed between 
households from Colombo and Dhaka (p> .05). 
5.4.3 Price 
Mean scores for the attribute price were calculated for households from Delhi fM= 3.5405, 
SD = 1.20), Colombo (M^ 3.2900, SD = 1.44), and Dhaka (M = 4.0606, SD = 0.92). 
Here, we note that those from Dhaka scored higher than both Delhi and Colombo, while 
households from Delhi scored higher than Colombo. 
ANOVA results indicated significant differences between the three cities on the attribute 
price, F (2, 482) = 10.837, p < .05. Thus, the null hypothesis Hosc^as rejected. Scheffe 
test revealed that significant differences existed between households from Delhi and Dhaka 
(p<.05), as well as Colombo and Dhaka (p<.05). However, there was no significant 
difference between households from Delhi and Colombo (p> .05). 
5.4.4 Convenience 
Mean scores for convenience were calculated for households from Delhi (M= 3.7037, SD 
= 0.98), Colombo (M= 3.8726, SD = 1.06), and Dhaka (M= 3.1717,5/) = 1.01). Here, we 
note that households from Dhaka scored lower than both Delhi and Colombo, and those 
from Delhi scored higher than Colombo. 
ANOA V results indicated significant differences existed between the three cities on the 
convenience attribute, F (2, 482) = 13.832, p < .05. Thus, the null hypothesis Hosjwas 
rejected. Scheffe test revealed that significant differences between households from Delhi 
and Dhaka (p<.05), and Colombo and Dhaka (p<.05). However, there were no differences 
between the Delhi and Colombo households (p> .05). 
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5.4.5 Homemade 
Mean scores for the attribute "homemade" were calculated for Delhi (M= 3.6266, SD = 
1.16), Colombo (M= 3.5761,5D = 1.01), and Dhaka households (M= 3.5758, SD = 1.34). 
Delhi households scored higher than both Dhaka and Colombo, while those from Colombo 
scored the same as households from Dhaka. 
ANOVA results indicated that significant differences did not exist between the three cities 
on homemade attribute, F (2, 482) = .109, p > .05. Thus, the null hypothesis Hose could 
not be rejected. Hence, no further analysis was undertaken. 
5.4.6 Freshness 
Mean scores for freshness as an attribute were calculated for Delhi (Mean = 4.2957, SD = 
0.90), Colombo (Mean = 4.0900, SD = 1.09), and Dhaka households (Mean - 4.4747, SD 
= 0.57). Here, we note that those from Dhaka scored higher than both Delhi and Colombo, 
while those from Delhi scored higher than Colombo. 
ANOVA results indicated significant differences between the three cities on the freshness 
attribute, F (2, 482) = 4.661, p < .05. Hence, the null hypothesis Hos/was rejected. Scheffe 
test revealed significant differences between households from Colombo and Dhaka 
(p<.05). However, there were no significant differences between Delhi and Colombo (p> 
.05) as also between Delhi and Dhaka (p>.05). 
5.4.7 Packaging 
Mean scores for packaging as attribute were calculated for households from Delhi (Mean = 
3.5267, SD = 1.13), Colombo (M= 3.2132, SD = 1.427), and Dhaka (M =2.1516, SD = 
1.22). Delhi scored higher than both Dhaka and Colombo, while households from 
Colombo scored higher than those from Dhaka. 
ANOVA results show that significant differences exist between the three cities on the 
packaging attribute, F (2, 482) = 14.753, p < .05. Thus, null hypothesis Hosg stands 
rejected. Scheffe test revealed significant differences between households from Delhi and 
Dhaka (p<.05), as also between those from Colombo and Dhaka (p<.05). However, there 
were no significant differences between households from Delhi and Colombo (p> .05). 
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5.5. Consumption Pattern of Dairy Products: Comparative Analysis 
In the present study an attempt lias been made to explore as who consumes dairy 
products in a family and to test for any differences in consumption pattern across the 
samples from the three cultures. Cross tabulation for each product with respect to 
consumer's nationality is summarized in tables below. 
5.5.1 Consumption of Low Fat Mill< 
About 59,9% of households in Delhi (Table 5.5.1) said all members in the family 
consumed low fat milk while 33.1% said only adults consume it. In Colombo low fat 
milk is consumed by all in 69% cases, while only 25% of households said that only 
adults consume low fat milk. In Dhaka city about 69.7% of households said that all 
members consume it, while 13.1% said only children consumer it. In 13.1% households 
indicated its consumption only by adults. 
Table 5.5.1: Consumption of Low Fat Milk 
Low Fat 
Milk 
Consumers 
All 
Children 
Teenagers 
Adults 
Total 
Freq. 
170 
9 
11 
94 
284 
Delhi 
% 
59.9 
3.2 
3.9 
33.1 
100 
Rank 
1 
4 
3 
2 
Freq. 
69 
5 
1 
25 
100 
Colombo 
% 
69.0 
5.0 
1.0 
25.0 
100 
Rank 
1 
3 
4 
2 
Freq. 
69 
13 
4 
13 
99 
Dhaka 
% 
69.7 
13.1 
4.0 
13.1 
100 
Rank 
1 
2 
3 
2 
Source: Prepared by researcher 
5.5.2 Consumption of Full Fat Milk 
Across the three cities, full fat milk is being consumed (Table 5.5.2) by all family 
members. About 56.1% of households in Delhi said that full fat milk is consumed by all 
members. The figure was 75.3% for Colombo and 78.8% for Dhaka city. At the micro 
level, full fat milk is being consumed more by children and teenagers in comparison to 
low fat milk. Roughly, 22.1% of the children in the age group of 3-12 from Delhi, 
11.3% from Colombo and 14.1% from Dhaka consume full fat milk. For the higher age 
band (13-19), the figure was 15.8% from Delhi, 9.3% for Colombo and only 3.0% from 
Dhaka. It should be noted that full fat milk is thought to be pretty close to natural milk 
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in terms of fat content and is perceived as being better in quality in this part of the 
world. 
Table 5.5.2: Consumption of Full Fat Milk 
Full Fat 
Milk 
Consumers 
All 
Ctilldren 
Teenagers 
Adults 
Total 
Delhi 
Freq. 
160 
63 
45 
17 
287 
% 
56.1 
22.1 
15.8 
6.0 
100 
Rank 
1 
2 
3 
4 
Colombo 
Freq. 
73 
11 
9 
25 
97 
% 
75.3 
11.3 
9.3 
4.1 
100 
Rank 
1 
2 
3 
4 
Dhaka 
Freq. 
78 
14 
3 
13 
99 
% 
78.8 
14.1 
3.0 
4.0 
100 
Rank 
1 
2 
4 
3 
Source: Prepared by researcher 
5.5.3 Consumption of Milk Powder 
The analysis shows (Table 5.5.3) that milk powder is consumed by all family members. 
In case of Delhi households 82.9% of them reported that all members consumer milk 
powder, while the figure was 69.8% for Colombo and 77.8% for Dhaka. However, it is 
also purchases specifically for consumption of children. 
Table 5.5.3: Consumption of Milk Powder 
Consumers 
of Milk 
Powder 
All 
Children 
Teenagers 
Adults 
Total 
Delhi 
Freq. 
237 
18 
3 
28 
286 
% 
82.9 
6.3 
1.0 
9.8 
100 
Rank 
1 
3 
4 
2 
Colombo 
Freq. 
67 
6 
4 
19 
96 
% 
69.8 
6.3 
4.2 
19.8 
100 
Rank 
1 
3 
4 
2 
Dhaka 
Freq. 
77 
15 
2 
5 
99 
% 
77.8 
15.2 
2.0 
5.1 
100 
Rank 
1 
2 
4 
3 
Source: Prepared by researcher 
5.5.4 Consumption of Yogurt 
Across the three cities, yogurt is consumed by all family members (Table 5.5.4). In 
Delhi, 81.5% households reported that all family members consume yogurt while in 
Colombo city the figure was 68.0% and for Dhaka it was only 58.6%. Roughly 25.0% 
of households from Colombo reported that only children (3-12 years age group) 
consume yogurt, while the figure was 25.3% for Dhaka. 
147 
Table 5.5.4: Consumption of Yogurt 
Yogurt 
All 
Children 
Teenagers 
Adults 
Total 
Delhi 
Froq. 
233 
8 
18 
27 
286 
% 
81.5 
2.8 
6.3 
9.4 
100 
Rank 
1 
4 
3 
2 
Colonnbo 
Freq. 
68 
25 
2 
5 
100 
% 
68.0 
25.0 
2.0 
5.0 
100 
Rank 
1 
2 
4 
3 
Dhaka 
Freq. 
58 
3 
25 
13 
99 
% 
58.6 
3.0 
25.3 
13.1 
100 
Rank 
1 
4 
2 
3 
Source: Prepared by researcher 
5.5.5 Consumption of Cheese 
The Table 5.5.5 shows that 76.6% of households in Delhi, 65.5% from Colombo and 
58.6% from Dhaka reported that all members of family consume cheese. About 26.4% 
of households from Colombo reported that only children consume cheese, while 21.2% 
of households from Dhaka reported that only teenagers consume cheese. Roughly 
18.2%) of households from Dhaka reported that only adults consumed cheese. 
Table 5.5.5: Consumption of Cheese 
Consumers 
of Cheese 
All 
Children 
Teenagers 
Adults 
Total 
Delhi 
Freq. 
219 
16 
22 
29 
286 
% 
76.6 
5.6 
7.7 
10.1 
100 
Rank 
1 
4 
3 
2 
Colombo 
Freq. 
57 
23 
6 
1 
87 
% 
65.5 
26.4 
6.9 
1.1 
100 
Rank 
1 
2 
3 
4 
Dhaka 
Freq. 
58 
2 
21 
18 
99 
% 
58.6 
2.0 
21.2 
18.2 
100 
Rank 
1 
4 
2 
3 
Source: Prepared by researcher 
5.5.6 Consumption of Butter 
About 81.1%) households from Delhi reported (Table 5.5.6) that all members in their 
family consumer butter. This goes well with the tradition of North India, where butter is 
an integral part of food. 
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Table 5.5.6: Consumption of Butter 
Butter 
All 
Children 
Teenagers 
Adults 
Total 
Delhi 
Freq. 
232 
22 
17 
26 
286 
% 
81.1% 
3.8% 
5.9% 
9.1% 
100.0% 
Rank 
1 
4 
3 
2 
Colombo 
Freq. 
50 
18 
7 
12 
87 
% 
57.5% 
20.7% 
8.0% 
13.8% 
100.0% 
Rank 
1 
2 
4 
3 
Dhaka 
Freq. 
48 
5 
16 
30 
99 
% 
48.5% 
5.1% 
16.2% 
30.3% 
100.0% 
Rank 
1 
4 
3 
2 
Source: Prepared by researcher 
In case of Colombo, 57.5% reported that all members consume butter while 20.7% 
reported that only children consume it and 13.8% reported that only adults consume it. 
In Dhaka, 48.5% of households reported that all members of their family consume 
butter; 16.2% reported that only teenagers consume butter and 30.3% reported that only 
adults consume butter. It indicates that adults in the family are main consumers of 
butter. 
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5.6 Occasion of Consumption - Comparative Analysis 
Dairy products are consumed on different occasions. They can be part of a breakfast, 
lunch, and dinner or can be had at tea time. They can be consumed outside home, while 
in office or school or during travel. Yet there are some dairy products that are consumed 
more on special occasions like festivals or weekends. 
Five occasions namely breakfast, lunch dinner, special occasion and snacks time were 
considered for the present research. Respondents were asked to report the key occasion 
of consumption for branded low fat milk, full fat milk, milk powder, yogurt, cheese and 
butter. Researcher has also tried to analyse the occasions of consumption of selected 
products and to test for any differences in consumption patterns across the samples from 
the three cities by testing the following. 
Hos-' Significant differences do not exist among the groups studied in the three cities in terms 
occasions of consumption. 
Cross tabulation for each product with respect to occasion and nationality is presented 
below in a summarized form. The table shows that the occasion of consumption for low 
fat milk, full fat milk, milk powder, yogurt, cheese and butter is significantly associated 
with consumer's nationality and there are significant differences among consumers of 
Delhi, Colombo and Dhaka. The Chi-square values used to measure their association 
are presented in Table 5.6.1 while the cross tabulation is presented in Table 5.6.2 to 
Table 5.6.7. 
5.6.1 Product Preference at Breakfast 
Delhi: A combination of dairy products is consumed during breakfast. Combination 
means that more then one product is used at breakfast. About 65.1% of the household 
reported that they use more than one product as a part of breakfast. Mostly the 
combination comprised butter, fresh milk and yogurt. About 30.9% of the household 
reported they have fresh milk at breakfast. Very few household (less than 1%) take only 
yoghurt at breakfast while none (0%) of the households reported consumption of only 
cheese at breakfast. Milk powder consumption is also negligible (<1%). The trend, 
therefore, is to have more than one product at breakfast. 
150 
Table 5.6.1: Differences in Occasions of Consumption: Hypotheses Testing 
Purchase 
Dimension 
Occasion of 
Consumption 
(Dairy Products) 
Hypothesis 
Hoja: Significant differences do 
not exist at Brealcfast among 
the groups studied in the three 
cities. 
Ho5b:Significant differences 
do not exist at Lunch among 
the groups studied in the three 
cities. 
Ho5c: Significant differences do 
not exist at Dinner among the 
groups studied in the three 
cities. 
Ho5d: Significant differences do 
not exist at Snacics time among 
the groups studied in the three 
cities 
Hose^  Significant differences do 
not exist when outside home 
among the groups studied in 
the three cities 
Ho5f: Significant differences do 
not exist on special occasions 
among the groups studied in 
the three cities 
df;P 
value 
df=M] 
P<0.05 
dM2; 
P<0.05 
dM2; 
P<0.05 
dM2\ 
P<0.05 
dM2: 
P<0.05 
dM2; 
P<0.05 
Chi-
Square 
256.1 
61.7 
176.5 
97.2 
95.6 
201.1 
S/NS 
S 
S 
s 
s 
s 
s 
Hyp. 
R 
(Ho5a) 
R 
(Ho5b) 
R 
(Ho5o) 
R 
(Ho5d) 
R 
(Ho5e) 
R (H05f) 
Key: S=Significant; NS=Not-SigniJlcant: R: Rejected; Hyp=Hypothesis 
Table 5.6.2: Product Preferences: Breakfast 
Products 
Consumed at 
Breakfast 
Low Fat Milk 
Full fat Milk 
Milk Powder 
Yogurt 
Cheese 
Butter 
Combinations 
Total 
Delhi 
Freq. 
43 
45 
1 
1 
0 
9 
185 
284 
% 
15,1 
15.8 
0.4 
0.4 
0 
3.2 
65.1 
100 
Rank 
3 
2 
5 
5-
6 
4 
1 
Colombo 
Freq. 
2 
17 
38 
0 
0 
3 
39 
99 
% 
2.0 
17.2 
38.4 
0 
0 
3.0 
39.4 
100 
Rank 
5 
3 
2 
6 
6 
4 
1 
Dhaka 
Freq. 
17 
6 
27 
2 
13 
23 
11 
99 
% 
17.2 
6.1 
27.3 
2.0 
13.1 
23.2 
11.1 
100 
Rank 
3 
6 
1 
7 
4 
2 
5 
Source: Prepared by researcher 
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Colombo: Milk powder is consumed during breakfast which is quite different from the 
pattern in Delhi. About 38.4% of households consume only milk powder during 
breakfast and 39.4% use more then one product during the breakfast. About 19.2%) of 
the household reported to consume only fresh milk at breakfast. 
Dhaka: Milk powder and butter consumption is clearly evident. About 27.3% of 
households consume milk powder only at breakfast while 23.2% consume butter. Only 
11.1%) of the households reported that they consumer more then one product at 
breakfast. Consumption of fresh milk is higher (23.3%)) and it mainly comprises low fat 
milk. 
The analysis above and the x value of 256. 067 (df= 12, p<0.05) establishes that there 
exists significant differences in the preferences for dairy products consumed during 
breakfast among households from the three cities i.e. Delhi, Colombo and Dhaka. Thus, 
the null hypothesis HQSI stands rejected. 
5.6.2 Product Preferences at Lunch 
Delhi: At lunch preference is for yogurt. About 70.5% of the households reported that 
they prefer yogurt as part of lunch. Only 7.7% of the households reported the preference 
for more than one product (Combinations). About 8.1%) and 6.7% of the households 
reported to have cheese and butter respectively during lunch. Very few household have 
fresh milk (5.3%)) during lunch. Milk powder consumption is also negligible (1.8%). 
Thus, yogurt is the preferred dairy product that Delhites consume during lunch. 
Table 5.6.3: Product Preferences: Lunch 
Products 
Consumed at 
Lunch 
Low Fat Milk 
Full fat Milk 
Milk Powder 
Yogurt 
Cheese 
Butter 
Combinations 
Total 
Delhi 
Freq. 
8 
7 
5 
201 
23 
19 
22 
284 
% 
2.8 
2.5 
1.8 
70.5 
8.1 
6.7 
7.7 
100 
Rank 
5 
6 
7 
1 
2 
4 
3 
Colombo 
Freq. 
2 
2 
4 
86 
0 
4 
2 
99 
% 
2.0 
2.0 
4.0 
86.0 
0.0 
4.0 
2.0 
100 
Rank 
3 
3 
2 
1 
4 
2 
3 
Dhaka 
Freq. 
3 
11 
3 
51 
23 
5 
3 
99 
% 
3.0 
11.1 
3.0 
51.5 
23.2 
5.1 
3.0 
100 
Rank 
5 
3 
6 
1 
2 
4 
5 
Source: Prepared by researcher 
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Colombo: Yogurt is highly preferred at lunch as about 86% of the households reported 
that they prefer consuming only yogurt. Only 4% of the households reported preference 
for fresh milk. About 4% of household prefer consuming only milk powder during 
lunch and 2% use more then one product. The consumption of cheese is not reported. 
Thus, here too the trend is that consumers prefer yogurt at lunch. 
Dhaka: Yogurt consumption is clearly evident. About 51.5% of households prefer 
consuming yogurt while 23.2% prefer having cheese at lunch. Only 3% of the 
households reported that they prefer consuming more then one product at lunch. Milk 
powder consumption is low (3.0%) and about 14.1% prefer consuming fresh milk. 
Thus, here too preference was for yogurt during lunch. 
The analysis above and the ^ value of 61.685 (df = 12, p<0.050) is indicative of 
significant differences in the preference for dairy products at lunch among consumers 
of Delhi, Colombo and Dhaka. Thus, the null hypothesis H052 stands rejected. 
5.6.3 Product Preferences at Dinner 
Delhi: The preference is to have fresh milk, yogurt, cheese and more than one product. 
At dinner, the higher preference is for yogurt. About 29.2% of the households reported 
to prefer yogurt as a part of dinner while 20.1%) reportedly preferred cheese. About 
19.7%i of the households reported preference for more than one product (combinations). 
About 8.1%) and 15.8%) of the households reported to have low fat milk and full fat milk 
respectively. The consumption of fresh milk is higher as about 23.9% prefer to have 
fresh milk at dinner. Very few households prefer butter (5.3%)). Milk powder 
consumption is quite low (less than 2.0%). 
Table 5.6.4: Product Preferences: Dinner 
Products 
Consumed at 
Dinner 
Low Fat Milk 
Full fat Milk 
Milk Powder 
Yogurt 
Cheese 
Butter 
Combinations 
Total 
Delhi 
Freq. 
23 
45 
5 
83 
57 
15 
56 
100 
% 
8.1 
15.8 
1.8 
29.2 
20.1 
5.3 
19.7 
100.0 
Rank 
5 
4 
7 
1 
2 
6 
3 
Colombo 
Freq. 
4 
13 
11 
42 
8 
8 
14 
100 
% 
4.0 
13.0 
11.0 
42.0 
8.0 
8.0 
14.0 
100.0 
Rank 
6 
3 
4 
1 
5 
5 
2 
Dhaka 
Freq. 
1 
73 
7 
6 
3 
1 
8 
99 
% 
1.0 
73.7 
7.1 
6.1 
3.0 
1.0 
8.1 
100.0 
Rank 
6 
1 
3 
4 
5 
6 
2 
Source: Prepared by researcher 
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Colombo: Yogurt is preferred at dinner as about 42% of the households reported that 
they prefer consuming only yogurt. About 14% of the households reported they prefer 
to have only milk powder at dinner. While 8% of household preferred consuming only 
butter and similar percentage (8%) preferred to have cheese. About 4.0% and 13.0% of 
the households reported to have low fat milk and full fat milk respectively during 
dinner. The preference for fresh milk—both low and high fat was about 17.0%. 
Dhaka: The trend is for drinking fresh milk (full fat milk). About 73.7% of households 
prefer consuming fresh full fat milk and only 1.0 % prefer consuming low fat milk. It 
seems that low fat milk is either not available or is not so popular. About 7.1% and 
6.1% of the household reported that they prefer milk powder and yogurt respectively at 
dinner. Only 8.1 % of the households reported that they prefer consuming more then 
one product. Butter (3%) and cheese (1%) consumption is low. The trend of consumer 
is to prefer fresh milk (full fat milk) at dinner. 
77?^  analysis above and the /^ value of 176.515 (df= 12, p<0.050) exhibits that there 
exist significant differences in the preference for dairy products at dinner among 
consumers of Delhi, Colombo and Dhaka. Thus, the null hypothesis H053 stands 
rejected. 
Products Preferred at Snack Time 
Delhi: About 33.1% of the households reported that they prefer having fresh milk. 
About 16.9% prefer low fat milk while 16.2% have preference for full fat milk. There 
doesn't seem to be much difference in choice of either low fat or full fat milk. The 
logical explanation is fresh milk is used for preparing tea or coffee in offices or at 
home. About 29.9% reported preference for milk powder. This trend can be explained 
as respondents are working and there is increasing trend of use of vending machines for 
tea and coffee at offices. Milk powder is used instead of fresh milk in vending 
machines. Only 21.1% of the household reported the preference for more than one 
product (combinations). About 8.1% and 4.9% of the households reported to have 
cheese and butter respectively. Very few households (2.8%) have only yogurt. Thus, 
preference is for fresh milk and milk powder during snacks time. 
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Colombo: Milk powder is highly preferred at snacks time as about 56% of the 
households reported that they prefer consuming only milk powder. About 19% of the 
household reported preference for fresh milk out of which 15% preferred to have full fat 
milk and only 4% preferred low fat milk. About 6% of household prefer consuming 
only cheese during snacks time and 16 % use more then one product. The consumption 
of yogurt and butter is quite low (2.0% and 1.0% respectively). 
Table 5.6.5: Products Preferred: 
Products 
Consumed at 
Snack Time 
Low Fat Milk 
Full fat Milk 
Milk Powder 
Yogurt 
Cheese 
Butter 
Combinations 
Total 
Snack Timer 
Delhi 
Freq. 
48 
46 
85 
8 
23 
14 
60 
284 
% 
16.9 
16.2 
29.9 
2.8 
8.1 
4.9 
21.1 
100.0 
Rank 
3 
4 
1 
7 
5 
6 
2 
Colombo 
Freq. 
4 
15 
56 
2 
6 
1 
16 
100 
% 
4.0 
15.0 
56.0 
2.0 
6.0 
1.0 
16.0 
100.0 
Rank 
5 
3 
1 
6 
4 
7 
2 
Dhaka 
Freq. 
2 
7 
82 
2 
3 
1 
2 
99 
% 
2.0 
7.1 
82.8 
2.0 
3.0 
1.0 
2.0 
100.0 
Rank 
4 
2 
1 
4 
3 
5 
4 
Source: Prepared by researcher 
Dhaka: About 82.8% of households prefer consuming milk powder while 9.1% prefer 
consuming fresh milk during snack time. The preference is for full fat milk (7.1%) over 
low fat milk (2.0%). Only 2% of the households reported that they prefer consuming 
more then one product. There is low preference for yogurt (2%), cheese (3%) and butter 
(1%). Thus, preference for milk powder is clearly evident. 
The analysis above and the "^ value of 97.171 (df= 12, p<0.050) establishes that 
significant differences exist between preferences for dairy products during snacks time 
among consumers of Delhi, Colombo and Dhaka. Thus, the null hypothesis H054 stands 
rejected. 
5.6.4 Product Preferences Outside Home: Office & School 
Delhi: Outside home/at office/at school, preference of product is not very dominant and 
trend it to prefer having milk powder, cheese and more than one milk products. Milk 
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powder comes as a surprise as was not expected but may be people prefer it to carry 
when traveling or in form of tea at office. About 33.1% of the household reported that 
they prefer having fresh milk. 16.9% prefer low fat milk while 16.2% have preference 
for full fat milk. There doesn't seem to be much difference in choice of either low fat or 
full fat milk. The logical explanation is usage for having tea or coffee in offices or at 
home. About 29.9% reported preference for milk powder. This trend can be explained 
as most of the respondents are working in offices and there is increasing trend of use of 
vending machines for tea and coffee in offices now and milk powder is used instead of 
fresh milk for making tea and coffee. Only 21.1%of the household reported the 
preference for more than one product (combinations). About 8.1% and 4.9%of the 
households reported to have cheese and butter respectively. Very few household have 
only yogurt (2.8%) outside home. The trend is to prefer consumption of fresh milk and 
milk powder outside home/offices. 
Table 5.6.6: Product Preferences: Outside Home 
Products 
Consumed 
Outside Home 
Low Fat Milk 
Full Fat Milk 
Milk Powder 
Yogurt 
Cheese 
Butter 
Combinations 
Total 
Delhi 
F 
21 
22 
75 
27 
59 
17 
63 
284 
% 
7.4 
7.7 
26.4 
9.5 
20.8 
6.0 
22.2 
100 
Rank 
6 
5 
1 
4 
3 
7 
2 
Colombo 
F 
3 
9 
28 
43 
3 
2 
12 
100 
% 
3 
9 
28 
43 
3 
2 
12 
100 
Rank 
5 
4 
2 
1 
6 
7 
3 
Dhaka 
F 
1 
2 
13 
33 
25 
12 
13 
99 
% 
1.0 
2.1 
13.1 
33.3 
25.3 
12,1 
13.1 
100 
Rank 
6 
5 
3 
1 
2 
4 
3 
Source: Prepared by researcher 
Colombo: Yogurt is again preferred followed by milk powder, as about 43 % of the 
households reported that they prefer consuming only yogurt. About 28% of the 
households reported preference for milk powder and 12% of household prefer 
consuming more than one product, when outside home. The preference for fresh milk is 
12% of which full fat is preferred (9%) to low fat milk (3%). The consumption of 
cheese and butter is reported to be low (3% and 2% respectively). The trend is that 
consumer prefer yogurt. 
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Dhaka: About 33.3% of households prefer consuming yogurt while 25.3% prefer 
consuming cheese when outside home. About 13.1% of household prefer consuming 
milk powder and 13.1% prefer consuming more than one product when outside home. 
About 12.1% of households reported preference for butter. Only 3 % of the households 
reported that they prefer consuming fresh milk product. Thus, there is a clear preference 
for yogurt followed by cheese. 
The analysis above and the ^  value of 95.587 (df= 12, p<0.05) establishes that there 
exist significant differences in the preference for dairy products while outside home 
among consumers of Delhi, Colombo and Dhaka. Thus, the null hypothesis Hoss stands 
rejected. 
5.6.5 Products Preferred at Special Occasions 
Delhi: Special occasion includes arrival of guests in the family, festivals, and 
celebrations at home etc. About 48.9%of the household reported the preference for 
more than one product (combinations). About 14.8 % of the household reported that 
they prefer having full fat milk and 13.0% said they prefer having milk powder. About 
9.5% and 6.7% of the households reported to have cheese and butter respectively. Few 
household have only yogurt (6.3%). The trend is that a consumer prefers to have more 
than one product while full fat and milk powder consumption too increases. The reason 
could be that during special occasion people do make sweets and special food 
preparations using these products. The preference is clearly for having more than one 
dairy product. 
Colombo: Yogurt is highly preferred as about 57% of the households reported that they 
prefer consuming yogurt. About 14% of households prefer consuming milk powder 
while 16 % use more then one product. The consumption of fresh milk is low as only 
4% of the household reported preference for fresh milk. The consumption of cheese and 
butter is also low (6% and 3% respectively). The trend is that consumer prefer yogurt on 
special occasions. 
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Table 5.6.7: Product Preferences: Special Occasion 
Products 
Consumed at 
Special 
Occasion 
Low Fat Milk 
Full Fat Milk 
Milk Powder 
Yogurt 
Cheese 
Butter 
Combinations 
Total 
Delhi 
F 
2 
42 
37 
18 
27 
19 
139 
284 
% 
0.7 
14.8 
13.0 
6.3 
9.5 
6.7 
48.9 
100.0 
Rank 
7 
2 
3 
6 
4 
5 
1 
Colombo 
F 
1 
3 
14 
57 
6 
3 
16 
100 
% 
1.0 
3.0 
14.0 
57.0 
6.0 
3.0 
16.0 
100.0 
Rank 
6 
5 
3 
1 
4 
5 
2 
Dhaka 
F 
1 
0 
2 
44 
19 
21 
12 
99 
% 
1.0 
0.0 
2.0 
44.4 
19.2 
21.2 
12.1 
100.0 
Rank 
6 
7 
5 
1 
3 
2 
4 
Source: Prepared by researcher 
Dhaka: About 51.5% of households prefer consuming yogurt while 23.2% prefer 
consuming cheese. Only 3% of the households reported that they prefer consuming 
more then one product. Milk powder consumption is also low (3%) and about 14.1% 
prefer consuming fresh milk. Thus, the trend among consumers is to prefer yogurt on 
special occasions. 
The analysis above and the '^ value of 201.550 (df= 12, p<0.05) establishes that there 
exist significant differences between the preference for dairy products on special 
occasions among consumers of Delhi, Colombo and Dhaka. Thus, the null hypothesis 
Ho56 Stands rejected. 
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5.7 Outlet Choice for Purchase: Comparative Analysis 
The choice of an outlet for the purchase of dairy products was catagorised into: 
"neighbourhood store", "super marl<et", "company outlet", "others" and "no particular 
choice". Since convenience in terms of location of outlet is an important parameter in 
purchase behaviour; households were asked to select their preferred outlet in relation to 
purchase of dairy products. The assumption is that products with low involvement of 
purchase will generally have higher frequency of purchase and hence convenience 
should play an important role. Researcher tried to explore: 
a) Which outlet is preferred for the purchase of dairy products? 
b) To test for any significant differences among consumers of Delhi, Colombo and 
Dhaka in relation to outlet choice. 
Cross tabulation for each outlet choice with respect to consumer's nationality is 
summarized below in Table 5.7.1. 
Table 5.7.1 Outlet Choice for Dairy Products 
Outlet 
Neighbourhood 
Stores 
Supermarket 
Company 
Outlet 
Others 
No Particular Choice 
Total 
Delhi 
F 
183 
23 
55 
9 
16 
286 
% 
64.0 
8.0 
19.2 
3.1 
5.6 
100 
Rank 
1 
3 
2 
5 
4 
Colombo 
F 
39 
49 
3 
4 
5 
100 
% 
39.0 
49.0 
3.0 
4.0 
5.0 
100 
Rank 
2 
1 
5 
4 
3 
Dhaka 
F 
20 
67 
6 
6 
0 
99 
% 
20.2 
67.7 
6.1 
6.1 
0.0 
100 
Rank 
2 
1 
3 
3 
5 
Source: Prepared by researcher 
Delhi: Majority of the households reported that neighbourhood store is their preferred 
outlet choice for the purchase of dairy products. Almost 64% of the household reported 
they preferred buying from neighbourhood store. About 19.2% of the households 
reported that they buy from company outlets. It should be noted that "Mother Dairy 
Company" has some 400 outlets in Delhi for milk distribution. These outlets are in 
residential areas and cater to neighbourhood population. The penetration of 
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neighbourhood market is quite strong in Delhi with every locality having it own small 
or big neighbourhood market. About 8% household reported to buy dairy products from 
supermarkets. In the last two years (i.e. 2007 & 2008) there has been a tremendous 
growth in modem retail where chillers are being used to display products like yogurt, 
cheese and butter in addition to milk. Modem retail has a wider product assortment, 
better visibility and offer greater choice to the customers. Generally fresh milk is not 
available in these stores. Most of the modern retail stores open late compare to 
neighbourhood and company outlets. Hence they may not be preferred for fresh milk. 
Neighbourhood stores and company outlets open early in the morning for selling fresh 
milk. About 3.1% household buy from other outlets (milk man etc), while 5.6% have no 
particular choice. Thus, convenience appears to be a major factor for Delhi households. 
Colombo: Most of the households prefer to buy from supermarkets followed by 
neighbourhood stores. About 49% of the households prefer supermarkets as outlet for 
buying dairy products, while 39% of the household prefer neighbourhood stores. Only 
about 3% of the households prefer company outlets and 4% prefer others as a choice. 
About 5% of the households reported having no particular preference. Traditionally, 
growth of supermarkets started quite early in Colombo and today they are present all 
across Colombo city. Supermarkets offer a wide assortment, better visibility and choice 
to consumers. The neighbourhood stores are also present across the city but have 
limited assortment of products. Generally speaking fresh milk availability is better at 
supermarkets. The opening timings of supermarkets, neighbourhood stores, company 
outlets are quite similar. Sri Lankan consumer doesn't prefer to buy milk early in the 
morning and fresh milk is purchased like any other food products. Thus, in this case the 
consumer is not averse to traveling some distance to buy the product. 
Dhaka: It's clearly evident that 67.7% of the household prefer supermarkets for 
purchase of dairy products. About 20.2% of the households prefer neighbourhood 
stores. None of the households reported having "no particular choice". About 6.1% of 
the households reported buying from company outlets and 6.1% reported "others" as a 
choice. Dhaka city has high penetration of neighbourhood stores, supermarkets and 
shopping malls. Not all neighbourhood stores keep fresh milk or perishable milk 
products while very few company outlets are there in the city. 
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To test for significant differences among households from Delhi, Colombo and Dhaka, 
vis-a-vis preference for outlets, Chi-Square test was used. Following hypotheses were 
tested. 
HOca'. Significant differences do not exist among the groups studied in the three cities in terms of 
"NeighbourhoodStore" as outlet choice. 
HOtii,: Significant differences do not exist among the groups studied in the three cities in terms of 
"Supermarkets " as outlet choice. 
HOf,^: Significant differences do not exist among the groups studied in the three cities in terms of 
"Company Outlets " as outlet choice. 
The cross tabulation results of Chi-square test for outlet choice across the three samples 
are presented in Table 5.7.2. The differences were further analyzed at the micro level 
too and the findings are presented in Table 5,7.3. 
1. Neighbourhood Stores 
The analysis above and the /^ value of 62.377 (df = 2, p<0.05) establishes that there 
exists a difference in choice of neighbourhood store as preferred outlet of choice for 
shopping for dairy products across three cities. Thus, the null hypothesis Ho6a ^cis 
rejected. Researcher further analyzed the differences and found that Delhi households 
were significantly more likely to shop at neighbourhood stores than those from 
Colombo (18.930, df =1, p<Q.Q5) and Dhaka (45.572, df =\, p<0.05). Similarly, 
households from Colombo were significantly more likely to shop at neighbourhood 
stores than those from Dhaka (8.332, df^\,p<0.05). 
2. Supermarkets 
The analysis above and the ^  value o/282.539 (df= 2, p<0.05) establishes that there 
exists a difference in choice of supermarket as preferred outlet for shopping for dairy 
products across the three cities. Thus, the null hypothesis Hoet "was rejected. Researcher 
further analyzed the differences and found that households from Colombo were 
significantly more likely to shop at supermarkets than those from Delhi (^ = 81.916, df 
= l,/7<0.05) and Dhaka ( / = 10.20, df=\,p<Q.05). Similarly, households from Dhaka 
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were significantly more likely to shop at supermarkets than those from Delhi (£ -
262.53, df= I,p<0.05). 
3. Company Outlet 
The analysis above and the /^ value of 22.569 (df= 2, p<0.05) establishes that there 
exists a difference in choice of "company outlet' as preferred outlet choice for shopping 
of dairy products across three cities. Thus, the null hypothesis Ho6c ^as rejected. 
Researcher further analyzed the differences and found that Delhi households were 
significantly more likely to shop at company outlets compare to Colombo (X^^ 15.28, d 
f=\, p<0.05) and Dhaka ( / = 9.56 df=\, p<0.05). Colombo households were not 
significantly different to Dhaka households (/^= ].07,df=\,p>0.05). 
Table 5.7.2: Hypotheses Testing: Summary of Chi Square Test Results for Outlet Choice 
Purchase 
Dimension 
Outlet 
Choice 
(Dairy 
Products) 
Hypothesis 
Ho6a: Significant differences do not 
exist among the groups studied in 
the three cities in terms of 
"Neighbourhood Store" as outlet 
choice 
Ho6b'- Significant differences do not 
exist among the groups studied in 
the three cities in terms of 
"Supermarkets" as outlet choice 
Ho6c: Significant differences do not 
exist among the groups studied in 
the three cities in terms of "Company 
Outlets" as outlet choice. 
df;P 
value 
df=2; 
P<0.05 
df=2; 
P<0.05 
df=2; 
P<0.05 
Chi-
Square 
62.37 
282.53 
22.56 
S/NS 
S 
S 
S 
Hyp. 
R 
(Ho6a) 
R 
(Ho6b) 
R 
(Ho6c) 
Source: prepared by researcher 
Key: S=Significant; NS=Not-Significant; R=Rejected, Hyp. ^Hypothesis 
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Table 5.7.3: Summary of Chi Square Test Results for Outlet Choice 
Outlet 
Neighbourhood 
Store 
Supermarket 
Company Outlet 
Further Analysis by Chi-Square tests 
(Outlet Choice) 
(1) No Significant Differences between 
Delhi - Colombo consumers 
(2) No Significant Differences between 
Delhi - Dhaka consumers 
(3) No Significant Differences between 
Colombo - Dhaka consumers 
(1) No Significant Differences between 
Delhi - Colombo consumers 
(2) No Significant Differences between 
Delhi - Dhaka consumers 
(3) No Significant Differences between 
Colombo - Dhaka consumers 
(1) No Significant Differences between 
Delhi - Colombo consumers 
(2) No Significant Differences between 
Delhi - Dhaka consumers 
(3) No Significant Differences between 
Colombo - Dhaka consumers 
P 
Value 
P<0.05 
P<0.05 
P<0.05 
P<0.05 
P<0.05 
P<0.05 
P<0.05 
P<0.05 
P>0.05 
Chi-
Square 
Test 
8.93 
45.57 
8.33 
81.91 
10.20 
262.53 
15.28 
9.56 
1.07 
S/NS 
S 
S 
s 
S 
S 
S 
s 
s 
NS 
Source: Prepared by researcher 
Key: S=Signiflcant; NS=Not-Significant 
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5.8 Trusted Sources of Information 
A consumer may attach differing levels of trust to various sources of information. Thus, 
for the present study, information sources that may be relevant to explain the purchase 
behaviour have been catagorised under five heads: "trust on super markets", "trust on 
sales person", "trust on government", "trust on doctors, "trust on advertisement" and 
"trust on information from family and friends". To investigate the level of trust on 
various information sources respondents were asked to indicate the level of trust, using 
a Likert scale ranging from 1 to 5 (least trusted to most trusted). Higher scores indicated 
a higher level of rating. The data was statistically analyzed by using One Way Analysis 
Of Variance (ANOVA) to understand if nationality had any effect on trust on 
information sources and if any significant differences existed. The following 
Hypotheses were tested: 
H07a: Significant differences do not exist among the groups studied in the three cities in terms of 
"Supermarkets" as trusted source of information. 
HOji,: Significant differences do not exist among the groups studied in the three cities in terms of 
"Salesperson" as trusted source of information. 
HOy^: Significant differences do not exist among the groups studied in the three cities in terms of 
"Government" as trusted source of information. 
HOyj: Significant differences do not exist among the groups studied in the three cities in terms of 
"Doctors" as trusted source of information. 
HOje.' Significant differences do not exist among the groups studied in the three cities in terms of 
"Advertisements" as trusted source of information. 
HOjf-. Significant differences do not exist among the groups studied in the three cities in terms of 
"Family and Friends " as trusted source of information. 
One way ANOVA test was used for testing of above hypotheses. The independent 
variables were Delhi, Colombo and Dhaka, while the dependent variables were "trust on 
super markets", "trust on sales person", "trust on government", "trust on doctors, 
advertisement" and "trust on family and friends". The results are presented in Table 
5.8.1 and Table 5.8.2. The significance level (Asymp Significance) was analysed to 
know if the differences between the means were significant. 
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When a significant result was found for the statistical test it was necessary to break 
down the differences between pairs of means (here, level of trust on information sources 
comparing Delhi and Colombo households [l" pair], Delhi and Dhaka households [2"'' 
pair] and Colombo and Dhaka households [3''' pair]. A post hoc analysis was done using 
Scheffe test to compare mean scores of each of the possible pairs of categorical variable 
allowing an overall picture of where the differences lie. It is important to note that one 
would only carry out these series of Scheffe test only if a significant result for ANOVA 
was found. The Scheffe test values used to compare the ranked mean values are 
presented in Table 5.8.3. 
5.8.1 Most and Least Trusted Source of Information 
Delhi; Among Delhi households, doctors (M= 4.2133) were the most trusted source 
followed by information from "family and friends". Next were supermarkets (M = 
3.5434) followed by government sources {M = 3.3601), advertisement (M= 3.1294), 
and salesperson {M= 2.3566). 
Colombo: Among households from Colombo, most trusted source of information were 
the doctors (A/= 4.3300). The second most trusted source was information from "family 
and friends" {M= 3.8700) followed by government sources {M= 3.2100), followed by 
advertisements {M= 2.7800). The supermarkets {M= 2.5641) and the salesperson (M = 
2.6465) are the least trusted sources with supermarkets at the bottom of the ladder. 
Table 5.8.1: Trust on Information Sources: ANOVA Results 
Information 
Sources 
Supermarket 
Salesperson 
Government 
Doctors 
Advertisement 
Family/Friends 
Delhi 
3.5434 
2.3566 
3.3601 
4.2133 
3.1294 
4.1155 
Colombo 
2.5641 
2.6436 
3.2100 
4.3300 
2.7800 
3.8700 
Dhaka 
3.8889 
2.0808 
3.1414 
4.2828 
3.2020 
3.9293 
F value 
42.778 
6.715 
1.447 
.692 
4.766 
3.771 
P value 
.000 
.001 
.236 
.501 
.009 
.024 
S/NS 
8 
S 
NS 
NS 
S 
s 
Rank 
Dh>D>C 
C>D>Dh 
D~C~Dh 
C~Dh~D 
Dh>D>C 
D>Dh>C 
Source: Prepared by researcher 
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Dhaka: Among Dhaka households, doctors were the most trusted (M = 4.2828) 
followed by "friends and family" {,M = 3.9293). The supermarkets {M = 3.8889) are 
rated as the third most trusted information source followed by advertisement (M = 
3.2020). The government {M- 3.1414) and salesperson {M= 2.0808) were interestingly 
the least trusted sources. 
5.8.2 Trusted Sources of Information - Comparative Analysis 
1, Supermarkets: ANOVA results indicate that mean scores for households from 
Dhaka (M= 3.88, SD = 1.03) were higher than those for Delhi (A/= 3.54, SD = 1.03) 
and Colombo (M= 2.56, SD = 1.25). 
ANOVA measures indicate significant differences between the groups on level of trust 
attached to supermarkets, F(2, 479) = 42.778, p < .05. Further, Scheffe test was used to 
test any difference between Delhi and Colombo, between Delhi and Dhaka, and 
Colombo and Dhaka. Scheffe test revealed that significant differences between Delhi 
and Colombo (p<.05), between Colombo and Dhaka (p<.05) and between Delhi and 
Dhaka (p< .05) households. 
2. Trust on Salesperson: Mean scores for level of trust on salesperson were calculated 
for Delhi households {M = 2.35, SD = 1.09), Colombo {M = 2.64, SD = 1.14), and 
Dhaka {M = 2.08, SD = 0.98). Here, we note that households from Colombo scored 
higher than both Delhi and Dhaka, while those from Delhi scored higher than Dhaka. 
ANOVA results indicate significant differences between the groups on level of trust 
attached to salesperson, F (2, 478) = 6.715, p< .05. Scheffe test revealed a significant 
differences between Colombo and Dhaka (p<.05). However, there significant 
differences were not observed between households from Delhi and Colombo (p>.05) 
and between those from Delhi and Dhaka (p> . 05). 
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3. Trust on Government: Mean scores for level of trust on government were 
calculated for Delhi households (M = 3.36, SD = 1.12), Colombo (M = 3.21, SD = 
1.30), and Dhaka (A/=3.14, SD = 1.33). Here, we note that households from Delhi 
scored higher than both Colombo and Dhaka, while those from Colombo scored higher 
than Dhaka. 
ANOVA results indicate that significant differences do not exist between the groups on 
level of trust attached to government, F(2, 478) = 1.447, p > .05. Thus, no further 
analysis was done by Scheffe test. 
4. Trust on Doctors: Mean scores for level of trust on doctors were calculated for 
Delhi households (M= 4.21, SD = 0.89), Colombo iM= 4.33, SD = 1.00), and Dhaka 
(M=^  4.28, SD = 0.82). Here, we note that households from Colombo scored higher than 
both Delhi and Dhaka, while those from Dhaka scored higher than Delhi. 
ANOVA results indicate that significant differences do not exist between the groups on 
level of trust attached to doctors, F(2, 478) = .692, p > .05. Thus, no further analysis 
was done by Scheffe test. 
5. Trust on Advertisements: Mean scores for level of trust on advertisements were 
calculated for Delhi households {M = 3.12, SD = 1.00), Colombo (M = 2.78, SD = 
1.29), and Dhaka {M= 3.20, SD = 1.03). Here, we note that households from Dhaka 
scored higher than both Delhi and Colombo, while those from Delhi scored higher than 
Colombo. 
ANOVA results indicate that significant differences do not exist between the groups on 
level of trust attached to advertisements, F (2, 478) = 4.766, p< .05. Scheffe test 
revealed significant differences between households from Delhi and Colombo (p<.05), 
and between Colombo and Dhaka (p<.05). However, there was no significant difference 
between the Delhi and Dhaka (p> .05). 
6. Trust on Family and Friends: Mean scores for level of trust on family and friends 
were calculated for Delhi households {M=4.\],SD=] .03), Colombo (M= 3.87, SD = 
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1.25), and Dhaka {M = 3.92, SD = 1.03). Here, we note that households from Delhi 
scored higher than both Dhaka and Colombo, while those from Dhaka scored higher 
than Colombo. 
AN OVA results indicate that significant differences do not exist between the groups on 
level of trust attached to family and friends, F (2, 478) = 3.771, p< .05. Scheffe test 
revealed significant differences between households from Delhi and Colombo (p<.05). 
However, there were no significant differences between the Delhi and Dhaka (p> .05) 
and between Colombo and Dhaka (p>.05). 
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Table 5.8.2: Difi'erences in Information Sources: ANOVA Results 
Purchase 
Dimension 
Trusted 
Sources of 
Information 
(Dairy 
Products) 
Hypothesis 
Ho7a' Significant differences do 
not exist among the groups 
studied in the three cities in 
terms of "Super marl<ets" as 
consumer trusted information 
HoTb: Significant differences do 
not exist among the groups 
studied in the three cities in 
terms of "Sales Person" as 
consumer trusted information 
Ho7c: Significant differences do 
not exist among the groups 
studied in the three cities in 
terms of "Government sources" 
as consumer trusted information 
Ho7d: Significant differences do 
not exist among the groups 
studied in the three cities in 
terms of "Doctors" as consumer 
trusted information 
Ho7e: Significant differences do 
not exist among the groups 
studied in the three cities in 
terms of "Advertisements" as 
consumer trusted information 
Ho7e: Significant differences do 
not exist among the groups 
studied in the three cities in 
terms of "Family & friends" as 
consumer trusted information 
df;P 
value 
df=2; 
P<0.05 
df=2; 
P<0.05 
df=2; 
P>0.05 
df=2; 
P>0.05 
df=2; 
P<0.05 
df=2; 
P<0.05 
One way 
ANOVA 
F value 
42.778 
6.715 
1.447 
0.692 
4.766 
3.771 
S/NS 
S 
S 
NS 
NS 
S 
S 
Hyp. 
R 
(Ho7a) 
R 
(Ho7b) 
NR 
(Ho7c) 
NR 
(H07d) 
R 
(Ho7e) 
R 
(HOTT) 
Source: Prepared by researcher 
Key: S=Significant; NS=Not-Signi/icant; R=Rejected: NR=Not Rejected 
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Table 5.8.3: Scheffe Test Results for Differences In Trust Attached to Information Sources 
Sources 
(Dependent 
Variable) 
Supermarkets 
Salesperson 
Government 
Doctors 
Advertisements 
Family & Friends 
Nationality (Independent Variable) 
(1) No Significant Differences betvk^ een Dellii - Colombo 
consumers 
(2) No Significant Differences between Delhi - Dhaka 
consumers 
(3) No Significant Differences between Colombo -
Dliaka consumers 
(1) No Significant Differences between Delhi • Colombo 
consumers 
(2) No Significant Differences between Delhi - Dhaka 
consumers 
(3) No Significant Differences between Colombo -
Dhaka consumers 
(1) No Significant Differences between Delhi - Colombo 
consumers 
(2) No Significant Differences between Delhi - Dhaka 
consumers 
(3) No Significant Differences between Colombo -
Dhaka consumers 
(1) No Significant Differences between Delhi - Colombo 
consumers 
(2) No Significant Differences between Delhi - Dhaka 
consumers 
(3) No Significant Differences between Colombo -
Dhaka consumers 
(1) No Significant Differences between Delhi - Colombo 
consumers 
(2) No Significant Differences between Delhi - Dhaka 
consumers 
(3) No Significant Differences between Colombo -
Dhaka consumers 
(1) No Significant Differences between Delhi - Colombo 
consumers 
(2) No Significant Differences between Delhi - Dhaka 
consumers 
(3) No Significant Differences between Colombo -
Dhaka consumers 
P 
Value 
P<0.05 
P<0.05 
P<0.05 
P>0.05 
P>0.05 
P<0.05 
P>0.05 
P>0.05 
P>0.05 
P>0.05 
P>0.05 
P>0.05 
P<0.05 
P>0.05 
P<0.05 
P<0.05 
P>0.05 
P>0.05 
S/NS* 
S 
S 
S 
NS 
NS 
S 
NS 
NS 
NS 
NS 
NS 
NS 
S 
NS 
S 
S 
NS 
NS 
Source: Prepared by researcher 
Key: S=Significant; NS=Not-SigniJlcant 
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5.9 Health Concerns: Comparative Analysis 
Five major health concerns related to dairy products were rated on a Likert like scale 
ranging from 1 to 5 (l=least concern to 5=most concern) by households. The key 
concerns probed were: "high fat content", "pesticides residues", "adulteration", 
"hormones" and "bacterial contamination". Higher scores indicated a higher level of 
rating. The research was directed to address the following: 
1. What are the major health concerns for consumers of Delhi, 
Colombo and Bangladesh? 
2. To analyze if there is any significant differences in health concerns 
about dairy products among consumers in Delhi, Colombo and 
Dhaka. 
One Way Analysis of Variance (ANOVA) was used to examine if the households from 
the three cities differed significantly from each other. The independent variables were 
Delhi, Colombo and Dhaka and the dependent variable were "high fat content", 
"pesticides residues", "adulteration", "hormones" and "bacterial contamination". 
Following hypotheses were tested. 
Hon: Significant differences do not exist among the groups studied in the three cities in terms 
health concerns. 
The above was tested in the form of various hypotheses pertaining to specific health 
concerns. 
Hona: Significant differences do not exist among the groups studied in the three cities in terms 
health concerns due to "High Fat Content". 
Hosb-' Significant differences do not exist among the groups studied in the three cities in terms 
health concerns due to "Pesticides Residues ". 
H,)Hc-' Significant differences do not exist among the groups studied in the three cities in terms 
health concerns due to "Adulteration ". 
HoHj: Significant differences do not exist among the groups studied in the three cities in terms 
health concerns due to "Hormonal Residues ". 
Hnne-' Significant differences do not exist among the groups studied in the three cities in terms 
health concerns due to "Bacterial Contamination ". 
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Mean scores (A/) and the standard deviation (SD) for each group of respondents was 
noted and compared. The data was statistically analyzed by using one way Analysis of 
Variance (ANOVA) to test for differences based on nationality. ANOVA results are 
presented in Table 5.9.1. The results of the hypotheses testing are presented in Table 
5.9.2. When a significant result was found for the statistical test it was thought 
necessary to break down the differences between pairs of means (here, level of trust on 
information sources comparing Delhi and Colombo households [1^' pair], Delhi and 
Dhaka households [2""^  pair] and Colombo and Dhaka households [3^ *^  pair]). As 
recommended by researchers, Scheffe test was used to compare these pairs of 
differences. It is important to note that Scheffe test was performed only if we found a 
significant result while performing ANOVA procedure. Scheffe test values used to 
compare the ranked mean values are presented in Table 5.9.3 
Table 5.9.1: Health Concerns: ANOVA Results 
Respondents 
High Fat 
Pesticides 
Adulteration 
Hormones 
Bacteria 
Delhi 
3.9056 
4.2797 
4.3007 
3.9993 
4.2937 
Colombo 
3.0775 
3.5100 
3.9100 
3.6780 
4.1915 
Dhaka 
4.0000 
3.8283 
3.7789 
3.3535 
3.6869 
F value 
18.558 
23.168 
13.183 
15.949 
14.372 
P value 
.000 
.000 
.000 
.000 
.000 
S/NS 
s 
s 
s 
s 
s 
Rank 
Dh>D>C 
D>Dh>C 
D>C>Dh 
D>C>Dh 
D>C>Dh 
Source: Prepared by researcher 
Key: S=significant. NS=Non-SigniJicant; D=Delhi, C=Colombo, Dh=Dhaka 
5.9.1 Major Health Concerns 
The households from Delhi were most concerned by adulteration (M= 4.30) followed 
by concerns for bacterial contamination (M = 4.29) and concerns for pesticides (M = 
4.27). Next they showed concerns for hormones {M= 3.99), while high fat content was 
of least concern {M = 3.90) to them. The households from Colombo were more 
concerned about bacterial contamination {M= 4.19) and adulteration (M= 3.91). Next, 
they were more concerned about hormones in dairy products {M= 3.67), followed by 
concerns for pesticides residues in these products. High fat content was not of concern 
{M= 3.07) to them. Surprisingly, Dhaka households were highly concern about high fat 
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content (A/= 4.00) followed by concern about pesticides residues (JW= 3.82), followed 
by adulteration {M = 3.77). Bacterial contamination (M = 3.68) and presence of 
hormones {M= 3.35) were of least concern. 
Table 5.9.2: Health Concerns: Testing of Hypotheses Using One Way ANOVA 
Purchase 
Dimension 
Major 
Health 
Concerns 
(Dairy 
Products) 
Hypothesis 
Ho8a: Significant differences do not 
exist among the groups studied in 
tiie three cities in terms health 
concerns due to "High Fat Content 
Ho8b: Significant differences do not 
exist among the groups studied in 
the three cities in terms health 
concerns due to "Pesticides 
Residues. 
Ho8c: Significant differences do not 
exist among the groups studied in 
the three cities in terms health 
concerns due to "Adulteration". 
Ho8d'- Significant differences do not 
exist among the groups studied in 
the three cities in terms health 
concerns due to "Hormonal 
Residues." 
Hose: Significant differences do not 
exist among the groups studied in 
the three cities in terms health 
concerns due to "Bacterial 
Contamination". 
df;P 
value 
df=2; 
P<0.05 
df=2; 
P<0.05 
df=2; 
P<0.05 
df=2; 
P<0.05 
df=2; 
P<0.05 
One way 
ANOVA 
F value 
18.558 
23.168 
13.183 
15.949 
14.372 
S/NS 
S 
S 
S 
S 
S 
Hyp. 
R 
(Hosa) 
R 
(Ho8b) 
R 
(Hose) 
R 
(Hosd) 
R 
(Hose) 
Source: Prepared by researcher 
Key: S=Significant; NS=Not-Significant; R=Rejected; Hyp. =Hypothesis 
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Table 5.9.3: Scheffe Test Results for Differences in Health Concerns 
Sources 
(Dependent 
Variable) 
High Fat 
Content 
Pesticides 
Adulteration 
Hormones 
Bacterial 
Contamination 
Nationality (Independent Variable) 
(1) No Significant Differences between Delhi - Colombo 
consumers 
(2) No Significant Differences between Delhi - Dhal<a 
consumers 
(3) No Significant Differences between Colombo -
Dhaka consumers 
(1) No Significant Differences between Delhi - Colombo 
consumers 
(2) No Significant Differences between Delhi - Dhaka 
consumers 
(3) No Significant Differences between Colombo -
Dhaka consumers 
(1) No Significant Differences between Delhi - Colombo 
consumers 
(2) No Significant Differences between Delhi - Dhaka 
consumers 
(3) No Significant Differences between Colombo -
Dhaka consumers 
(1) No Significant Differences between Delhi - Colombo 
consumers 
(2) No Significant Differences between Delhi - Dhaka 
consumers 
(3) No Significant Differences between Colombo -
Dhaka consumers 
(1) No Significant Differences between Delhi - Colombo 
consumers 
(2) No Significant Differences between Delhi - Dhaka 
consumers 
(3) No Significant Differences between Colombo -
Dhaka consumers 
P 
Value 
P<0.05 
P>0.05 
P<0.05 
P<0.05 
P<0.05 
P>0.05 
P<0.05 
P<0.05 
P>0.05 
P<0.05 
P<0.05 
P>0.05 
P>0.05 
P<0.05 
P<0.05 
S/NS 
S 
NS 
S 
S 
8 
NS 
S 
S 
NS 
S 
S 
NS 
NS 
S 
S 
Source: Prepared by researcher 
Key: S=Significant; .NS=Not-SigniJlcant 
Table 5.9.4: Major Health Concerns 
Respondents 
Delhi 
Colombo 
Dhaka 
Major Concerns 
A>B>P>H>F 
B>A>H>P>F 
F>P>A>B>H 
Source: Prepared by researcher 
Key: A= Adulteration; B=Bacterial Contamination; P=Pesticide Residues; H=Hormone; F=High Fat 
Content 
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Analysis of Results 
1. Concerns for High Fat Content 
Mean scores for concerns for high fat content were calculated for Delhi households {M 
= 3.90, SD = 1.25), Colombo (A/= 3.07, SD = 1.43), and Dhaka (M= 4.00, SD = 1.03). 
Here, we note that Dhaka households score higher than both Delhi and Colombo, and 
that Delhi households score higher than Colombo households. 
ANOVA results indicate significant differences between the groups on level of trust 
attached to concerns for high fat content, F (2, 479) = 18.558, p< .05. Scheffe test 
revealed a significant differences between Delhi and Colombo (p<.05) and between 
Colombo and Dhaka (p<.05). However, there significant differences were not observed 
between households from Delhi and Dhaka (p>.05). 
2. Concerns for Pesticide Residues 
Mean scores for concerns for high fat content were calculated for Delhi households {M 
= 4.27, SD = 1.01), Colombo (A/= 3.5\, SD = 1.13), and Dhaka (A/= 3.82, SD = 0.95). 
Here, we note that households from Delhi scored higher than those from Dhaka and 
Colombo, and those from Dhaka scored higher than Colombo. 
ANOVA results indicate significant differences between the groups on level of trust 
attached to concerns for pesticides residues, F (2, 479) = 23.168, p < .05. Scheffe test 
revealed a significant differences between Delhi and Colombo (p<.05) and between 
Delhi and Dhaka (p<.05). However, there significant differences were not observed 
between households from Colombo and Dhaka (p>.05). 
3. Concerns of Adulteration 
Mean scores for concerns for adulteration were calculated for Delhi households (M = 
4.30, SD = 0.96), Colombo (A/= 3.91, SD = 0.98), and Dhaka (M= 3.77, SD = 1.00). 
Here, we note that households from Delhi scored higher than those from Dhaka and 
Colombo, and those from Colombo scored higher than Dhaka. 
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ANOVA results indicate significant differences between the groups on level of trust 
attached to concerns for adulteration, F (2, 478) = 13.183, p< .05. Scheffe test revealed 
a significant differences between Delhi and Colombo (p<.05) and between Delhi and 
Dhaka (p<.05). However, there significant differences were not observed between 
households from Colombo and Dhaka (p>.05). 
4. Concerns for Hormones 
Mean scores for concerns for hormones were calculated for Delhi households {M -
3.99, SD = 1.06), Colombo (A/= 3.67, SD - 0.99), and Dhaka {M= 3.35, SD = 0.84). 
Here, we note that households from Delhi scored higher than those from Dhaka and 
Colombo, and those from Colombo scored higher than Dhaka. 
ANOVA results indicate significant differences between the groups on level of trust 
attached to concerns for hormones, F (2, 478) = 15.949, p< .05. Scheffe test revealed a 
significant differences between Delhi and Colombo (p<.05) and between Delhi and 
Dhaka (p<.05). However, there significant differences were not observed between 
households from Colombo and Dhaka (p>.05). 
5. Concerns of Bacterial Contamination 
Mean scores for concerns for bacterial contamination were calculated for Delhi 
households (M= 4.29, SD = 1.02), Colombo (M= 4.19, SD = 0.90), and Dhaka (M = 
3.68, SD = 0.88). Here, we note that households from Delhi scored higher than those 
from Dhaka and Colombo, and those from Colombo scored higher than Dhaka. 
ANOVA results indicate significant differences between the groups on level of trust 
attached to concerns for bacterial contamination, F (2, 478) = 14.372, p< .05. Scheffe 
test revealed a significant differences between Delhi and Dhaka (p<.05) and between 
Colombo and Dhaka (p<.05). However, there significant differences were not observed 
between households from Delhi and Colombo (p>.05). 
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5.10 Post Purchase Complaint Behaviour: Comparative Analysis 
5.10.1 Formal and Non-Formal Complaint Behaviour 
Complaint behaviour is a part of post purciiase behaviour. In the present study, formal 
and non-formal complaint behaviour was investigated. The formal complaint consists 
of: 1) complaining to the sales person or manager, and 2) complaint to concemed 
authority. While the non-formal complaint behaviour consists of: 1) keeping quite and 
no future purchases, and 2) negative word of mouth in the form of sharing the negative 
feelings with friends and family. Following research issues were investigated: 
1. The formal and non formal behaviour of Delhi, Dhaka and Colombo 
households. 
2. To find out if there were any significant differences in the post purchase 
behaviour across the three samples. 
The hypothesis to be tested is as given below: 
H09: Significant differences do not exist among the groups studied in the three cities in terms of 
"complaint behaviour ". 
Further analysis was done to understand as to which consumer segment contributes to 
the difference in the post purchase complaint behaviour. The results of the test are 
tabulated in Table 5.10.2. 
Delhi: Households from this city resorted to formal complaint behaviour as a reflection 
of dissatisfaction. About 56.5% of the households, reported that they prefer forma! 
complaint behaviour in which either they complain to the salesperson or the manager or 
report the same to the concerned authority. Remaining 43.5% prefers to keep quite 
and/or share the negative feelings with friends and family. 
Colombo: A majority of households from Colombo (69.0%) prefer "word of mouth" or 
non formal complaint behaviour while dealing with dissatisfaction either in form of 
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keeping quite and not purchasing or by indulging in negative word of mouth with 
friends and family members. 
Dhaka; In case of Dhaka, there was a kind of balancing act between the formal and 
non-tbrmai complaint behaviour. Thus, they could resort to either of the two. About 
48.5% of the households reported that they choose formal complaint behaviour while 
51.5% preferred non-formal complaint behaviour. 
Figure 5.10,1: Post Purchase Compiatnt Behaviour 
80% 
70% 
60% 
50% 
40% 
^ 30% 
8 20% 
ffi 10% 
"^  0% 
S«.5 
51.50% 
• Formal Complaint 
• Informal Complaint 
Delhi Colombo 
Sample 
Dhaka 
Source: Prepared hy researcher 
Table 5.10.1 Cross Tabulation for Post Purchase Complaint Behaviour 
Complaint 
behaviour 
Formal 
Complaint 
Informal/WOM 
Complaint 
Total 
Delhi 
Freq. 
11 
124 
285 
% 
56.5 
43.5 
100.0 
Rank 
1 
2 
Colombo 
Freq. 
31 
6S 
100 
% 
31.0 
69.0 
100.0 
Rank 
2 
1 
Dhaka 
Freq. 
48 
51 
99 
% 
48.5 
51.5 
100.0 
Rank 
2 
1 
Source: Prepared by researcher 
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Table 5.10.2: 
Purchase 
Dimension 
Post 
Purchase 
Complaint 
Behaviour 
Summary of Results for Complaint Behaviour for Dairy Products 
Hypothesis 
Hoio: Significant differences do not 
exist among the groups studied in 
the three cities in terms, of 
Complainl Behaviour 
(1) No Significant Differences 
betw/een Delhi - Colombo 
consumers 
(2) No Significant Differences 
between Delhi - Dhal<;a consumers 
(3) No Significant Differences 
between Colombo - Dhaka 
consumers 
df ;P 
df=2; 
P<0.0 
5 
df=1; 
P<0.0 
5 
df=i: 
P>0.0 
5 
df=1; 
P<0.0 
5 
Chi 
square 
X2=19.3 
X2=19.2 
X2=1.8 
X2=6.3 
S/NS 
S 
S 
NS 
S 
Hyp. 
R 
(Hog) 
Source: Prepared by researcher 
Key: S=Significant; NS=Nol-Significant, R = Rejected 
Chi-Square test was employed to test the hypothesis (Hm), 
The analysis above and the higher X^ value of 19.303 (df= 2, p<0.05) establishes that 
there exist significant differences between the formal and non formal complaint 
behaviour with regard to dairy products across the three cities. Thus, the null 
hypothesis Hog stands rejected. 
Further analysis shows that, households from Colombo were significantly more likely 
than those from Delhi to resort to informal or word of mouth complaint behaviour (x^ = 
19.2413, df= \,p<0.05). Similarly, households from Colombo were significantly more 
likely than those from Dhaka to resort to informal or word of mouth complaint 
behaviour (x = 6.353, df= 1, ;7<0.05). Significant differences were not observed 
between Delhi and Dhaka in terms of formal or informal complaint behaviour (x^  = 
1.899, #=l,p>0.05). 
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CHAPTER 6: CONCLUSION AND DISCUSSION 
6.1 Conclusion 
6.2 Discussion 
CHAPTER 6 
CONCLUSION AND DISCUSSION 
6.1 CONCLUSION 
This chapter is divided into two parts. The first part deals with the summary and 
conclusions of the results and the second part with the discussion of the results. The 
objective of this chapter is to summarize and draw conclusions on the main findings of 
the study, discuss their implications for marketing theory and practices, as well as 
suggestions for future research. Prior to discussing the research findings it is imperative 
to provide an overview of this thesis and summing-up its findings. The summary of 
hypotheses that were tested are presented in Table 6.1.1. All the hypotheses were 
rejected and the differences explained in detail in the previous chapter. 
All the nine hypotheses were rejected and the differences explained in detail in the 
previous chapter. The findings are concluded and explained as below. Significant 
differences were found among the three cities in terms of who is the actual shopper, 
frequency of purchase of dairy products, occasion and consumption, preferred outlet for 
purchase of dairy products, evaluative criteria for selection of various products, various 
health concerns, trust on various information sources and in terms of post-purchase 
complain behaviour. The findings are concluded and explained as below: 
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Table 6.1.1 Summary of Hypotheses Testing 
Hyp. 
Ho. 
H02 
Ho3 
H04 
Ho5 
Ho6 
H07 
Ho8 
H09 
Result 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Rejected 
Remarks 
Significant differences were observed among the groups studied in the 
three cities, as to who shops in family for dairy products. 
Significant differences were observed among the groups studied in the 
three cities in terms of frequency of purchase of low-fat milk, full fat 
milk, milk powder, yogurt, cheese, butter. 
Significant differences were observed among the groups studied in the 
three cities in terms of product attributes i.e taste, nutrition, price, 
convenience, freshness, packaging. However no differences were 
observed for "home made" attribute. 
Significant differences were observed among the groups studied in the 
three cities in terms of consumption of various products. 
Significant differences were observed among the groups studied in the 
three cities in terms of occasion of consumption i.e at breakfast, lunch, 
dinner, snacks, outside home and special occasion. 
Significant differences were observed among the groups studied in the 
three cities in terms of outlet choice (neighbourhood, super markets 
and company outlets). 
Significant differences were observed among the groups studied in the 
three cities in terms of various information sources i.e Super markets, 
sales person, government, doctors, advertisements and family & 
friends. 
Significant differences were observed among the groups studied in the 
three cities in terms of various health concerns. 
Significant differences were observed among the groups studied in the 
three cities in terms of post purchase complain behaviour. 
Source: Prepared by researcher 
6.1.1 Who is the Actual shopper in the family for Dairy Products? 
There analysis suggested significant differences as to which member of family does the 
actual shopping for dairy products across Delhi, Colombo and Dhaka respondents. The 
key reasons for the differences are the shopping behaviour of husbands. Husbands in 
case of Delhi respondents were least likely to be involved in the shopping. 
1. Delhi: Majority of the actual purchase is done by family together (husband, wife & 
husband, wife and children together). Husband and wife together do the actual purchase 
in most cases followed by whole family together. The role of other member (servant) is 
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increasing being seen wlio is being sent for doing the purchases. Role of husband in the 
actual purchase is very low. Wife alone play an important role in actual purchase. 
2. Colombo: Majority of the purchase is done by husband & wife together. It seems 
that servant play an increasingly important role as s they are being sent to do the 
purchasing. 
3. Dhaka: Both husband and wife does the actual shopping followed by husband, who 
plays next important role in shopping. Wife alone do not shop much. Servants (others) 
are increasingly doing shopping. 
4. Husband as Shopper: Husbands in Colombo were significantly more likely to shop 
than to husbands in Delhi. Similarly husbands in Dhaka were significantly more likely 
to shop at than to and Delhi. 
5. Wife as Shopper: There was no significant difference in shopping behaviour of 
wives across the three cities. 
6. Husband and Wife together: Husbands and wife together in Colombo were 
significantly more likely to shop at than to husband and wife in Delhi and Dhaka 
respondents. 
7. Family together: The Shopping behaviour of the family across the three cities was 
found to be similar. 
8. Others: Others behaviour was similar across Delhi, Dhaka and Colombo. 
6.1.2 (a) Frequency of Purchase of Products 
Purchase frequency is a good indicator of consumption behaviour. Products with Low 
involvement of purchase generally have higher frequency of purchase. The data was 
analyzed based on low, medium and high purchase frequency. 
1. Frequency of Purchase of Low fat Milk 
Frequency of consumption low fat milk was found to be higher in India than to 
Colombo and Dhaka respondents and both Colombo and Dhaka respondents describe 
themselves as closer to each other in frequency of purchase of low fat milk and hence 
their consumption frequency may be regarded as similar. 
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2. Frequency of Purchase of High Fat Milk 
High fat milk is quite popular in terms of consumption as a significant number (73.1%) 
of Delhi consumer's purchase high fat milk. Colombo consumers rarely or only 
sometimes buy high fat milk. This can be largely explained on the Sri-lankan culture 
wherein fresh milk consumption is not a part of daily food choice behaviour. One of the 
reasons could be that unlike Delhi where the milk is sold in plastic packaging (HDPE 
pack), fresh milk in Srilanka is largely is sold is shelf stable packaging Hence consumer 
need not to buy it daily. Similar behaviour is observed about Bangladesh respondents. 
About half of respondents reported high frequency of purchase (daily or weekly 
purchase while other half reported low frequency of purchase (sometime or rarely). 
3. Frequency of Purchase of Milk powder 
Finding suggests that Dhaka respondents have higher frequency of purchase followed 
by Colombo respondents while Delhi respondents reported low frequency of purchase 
in general. This indicates low milk powder consumption in Delhi. In Dhaka, majority of 
households reported high frequency of purchase. Respondents in Delhi and Colombo 
reported higher preference for fortnightly to monthly purchases of milk powder. 
4. Frequency of Purchase of Yogurt 
Yogurt seems to be generally popular in terms of consumption across the culture of 
India and Srilanka. Findings suggest very similar pattern of purchase (daily or weekly 
basis). Since branded yogurt requires infrastructure for storage (Chiller cabinets & 
refrigerators) and has shorter shelf like. Yogurt is also used in households as 
"Lactobacillus-culture" for further making curd at home. Increased availability of 
yogurt in Colombo and Delhi by companies like Mother dairy, Fontera may promote to 
regular buying (daily or weekly). In Delhi a lot of local shopkeepers (Sweet shops. Milk 
Shops) produce their own brand (generally known by shop names) of yogurt which is 
included in the thought process of respondents as evident by high percentage of 
purchase. 
Households in Delhi and Colombo show higher frequency of purchase. Findings 
suggest that they like to purchase yogurt on weekly or daily basis. Dhaka household 
show a little less frequency of purchase of yogurt as they like to buy yogurt on 
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fortnightly or monthly basis. Availability and infrastructure may be the factors 
preventing purchase of yogurt on daily or weekly basis in Dhaka city. 
5. Frequency of Purchase of Cheese 
Cheese being expensive, the trend is to have it either fortnightly or at least monthly. The 
findings suggest that Delhi, Colombo and Dhaka respondents buy cheese fortnightly to 
monthly. 
6. Frequency of Purchase of Butter 
Delhi respondents show higher frequency of purchase of butter while both Colombo and 
Dhaka household show medium frequency of purchase of butter. The findings suggest 
that Delhi respondents buy or consume butter on daily to weekly basis while Colombo 
and Dhaka respondents are reported to purchase butter on fortnightly to monthly basis. 
High amount of daily purchase could be due to fact that some respondents have reported 
consumption of butter rather than actual purchase or this could be due to fact that 
people buy milk every day and butter is also available on the same outlets and in small 
pack sizes. These findings suggest that both Colombo and Dhaka respondents describe 
themselves as closer to each other in frequency of purchase of butter. 
6.1.2 (b) Frequency of Purchase and Occupation 
Occupation does have an association with the purchase behaviour. Purchase behaviour 
of government occupants was similar for high fat milk and milk powder. Purchase 
behaviour of Dhaka and Colombo government respondents for low fat milk and butter 
was similar. Purchase behaviour for cheese was found to be similar for business 
occupants. The business occupants across the sample differ significantly in the purchase 
behaviour of low fat, full fat milk, milk powder, yogurt and butter but the differences 
were mainly between Delhi and Dhaka and Delhi and Colombo business respondents. 
The behaviour of Dhaka and Colombo business respondents was similar for low fat, full 
fat milk, milk powder, yogurt and butter. The behaviour of Delhi and Colombo business 
respondents was similar for yogurt. Professional occupants across the samples have 
similar purchase behaviour for low fat milk, milk powder, yogurt and cheese. 
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Professionals differ in their purchase behaviour of full fat milk and butter but the 
behaviour of Delhi and Colombo professionals was similar for butter while there were 
marked differences in their full fat milk purchase behaviour. Private service occupants 
differ in their purchase behaviour for low fat, full fat milk, milk powder, yogurt as well 
as butter. For low fat milk, full fat milk, butter, the behaviour of Dhaka as well as 
Colombo private occupants was similar, while for yogurt and cheese, behaviour of 
Delhi and Colombo respondents was similar. 
6.1.3 Influence of Product Attributes - Comparative Analysis 
Six product attributes that may be relevant to explain the purchase behaviour were 
considered and respondents were asked as how they rank them in order of importance 
for decision making for the purchase of branded dairy products. The product attributes 
were: Taste, Nutrition, Price, Convenience, Home made. Freshness and Packaging. One 
way ANOVA test was used to compare scores on a continuous variable by the levels of 
a categorical variable. The chi-square statistics were noted and the significance level 
{Asymp. Sig.) were then analyzed to know whether the difference noted between the 
means is significantly different. Further, Scheffe Test was used to compare these pairs 
of differences. 
a) Most Preferred Product Attributes 
1. Delhi: Based on the mean scores of six product attributes by one way ANOVA, 
Nutrition, freshness and taste were the top three product attributes followed by 
convenience, homemade, price and packaging that respondents rated to be the key 
influencing attributes for purchase decision. Packaging was the least important attribute 
for milk and dairy product. 
2. Colombo: Based on the mean scores of six product attributes by one way ANOVA, 
freshness, nutrition and convenience were the top three product attributes followed by 
homemade, taste, price and packaging that respondents rated to be the key influencing 
attributes for purchase decision. Packaging was the least important attribute for milk 
and dairy product. 
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3. Dhaka: Based on the mean scores of six product attributes by one way ANOVA, 
freshness, taste and price were the top three product attributes followed by nutrition, 
homemade, convenience and packaging that respondents rated to be the key influencing 
attributes for purchase decision. Packaging was the least important attribute for milk 
and dairy product. 
b) Comparative Analysis of Product Attributes 
1. Taste: The behaviour of Dhaka and Delhi respondents were not significantly 
different while the Colombo respondents significantly differ in considering taste as 
product attribute for influencing purchase decision. Dhaka and Delhi consumers give 
more importance to taste than to Colombo. Hence taste is an important factor for Dhaka 
and Delhi consumers. 
2. Nutrition: The behaviour of Dhaka and Colombo respondents were not significantly 
different while the Delhi respondents significantly differ from them in considering 
Nutrition as product attribute for influencing purchase decision. Delhi consumers give 
more importance to nutrition than to Colombo and Dhaka. 
3. Price: The behaviour of Delhi and Colombo respondents were not significantly 
different to each other, while the Dhaka respondents significantly differ from them in 
considering price as product attribute for influencing purchase decision. Dhaka 
consumers give more importance to price than to Colombo and Delhi respondents. In 
case of Delhi and Colombo respondents' price was not among the top three attribute 
while for Dhaka respondents price figured out among the top three product attributes 
that influence the purchase decision. 
4. Convenience: The behaviour of Delhi and Colombo respondents were similar in 
considering convenience as attribute for purchase decision making. Findings suggest 
that they didn't differ to each other, while the Dhaka respondents significantly differ 
from them in considering convenience as product attribute for influencing purchase 
decision. Dhaka consumers give less importance to convenience than to Colombo and 
Delhi respondents. In case of Delhi and Colombo respondents' convenience was among 
the top four attribute while for Dhaka respondents convenience figured out among the 
last two product attributes that influence the purchase decision. 
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5. Homemade: The behaviour of Delhi, Colombo and Dhaka respondents were similar 
in considering convenience as attribute for purchase decision making. Findings suggest 
that they didn't differ to each other and only average importance was given to product 
attribute being closer to what is home made. Home made was rated as fourth or fifth 
product attributes in order of importance that influence the purchase decision. 
6. Freshness: Both Colombo and Dhaka respondents rated freshness to be the first 
preferred product attribute for purchase decision. Delhi respondents rated it to be the 
second important product attribute after nutrition. The behaviour of Delhi respondents 
was similar to both Dhaka and Colombo respondents in considering freshness attribute 
for purchase decision making, while the Dhaka respondents significantly differ from 
Colombo respondents in considering freshness as product attribute for influencing 
purchase decision. Dhaka consumers give more importance to freshness than to 
Colombo and Delhi respondents. 
7. Packaging: Packaging was rated lowly by all the three respondents groups as 
product attribute that may influence decision making. Despite being rated low there 
were significant differences in the preference for packaging. The behaviour of Delhi 
and Colombo respondents were similar in considering packaging as attribute for 
purchase decision making. Findings suggest that they didn't differ to each other, while 
the Dhaka respondents significantly differ from them in considering packaging as 
product attribute for influencing purchase decision. Dhaka consumers give less 
importance to packaging than to Colombo and Delhi respondents. 
6.1.4 Who Consumes Dairy Products in the Family? 
The research was focused to understand as who consumes dairy products in a family? If 
specific needs of each member of family were addressed and product? bought as per 
family members need or the products were for general consumption by all members. 
1. Low Fat Milk: More than half of respondents reported that low fat milk is largely 
consumed by all family members across the three samples and was not specific to need 
of a particular member of family. The percentage of "Only Adults" consuming low fat 
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milk in Delhi and Colombo is sizable, indicating trends in families where low fat milk is 
consumed by only adults. This could be because of the high fat content of milk and 
related health concerns. 
2. High Fat Milk: Majority of respondents of Colombo and Dhaka reported full fat milk 
to be consumed largely by all the members of family indicating little concern for high 
fat in milk. While about fifty percent respondents in Delhi reported that full fat milk is 
consumed by all members of family. A large section of the respondents in Delhi 
reported that milk is consumed by children. All members of family consume high fat 
milk across the three samples, while there is a trend in Delhi to buy milk only for 
children or teenager consumption. 
3. Milk Powder: In Delhi findings suggest that yogurt is consumed by all members and 
is not specific to any particular age group. It is also purchased specifically for children 
consumption. 
4. Yogurt: In Delhi findings suggest that yogurt is consumed by all members and is not 
specific to any particular age group. In Colombo yogurt is largely bought for 
consumption by all family members though 25% of the respondents families buy yogurt 
specifically for children consumption. In Dhaka it's also bought specifically for 
teenagers. 
5. Cheese: More than half of the respondents reported that cheese is consumed by all 
members of the family indicating that the cheese is not for any specific family member. 
In Colombo cheese is often consumed by children while in Dhaka a section reported 
that cheese is only consumed by teenagers. 
6. Butter: Majority of the respondents in Delhi reported that butter is consumed by all 
members of the family indicating wide and well acceptability of the product. In 
Colombo and Dhaka about half of the respondents reported that butter is bought and 
consumed by all members. In Dhaka about 30% of families or household respondents 
reported that butter is consumed only by adults while in Colombo 20% of families buy 
butter only for children consumption. 
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6.1.5 Product Preferences at Different Occasions 
1. Breakfast: There are significant differences in consumption among the three 
respondent groups. Among respondents from Delhi, majority prefer to have 
combinations of products. Mostly the combination comprised of butter, fresh milk and 
yogurt. Colombo respondents prefer to have milk powder and one or more products 
while majority of Dhaka respondents reported to milk powder and butter consumption 
are the key products consumed at breakfast. Milk powder consumption during breakfast 
is quite different to Delhi breakfast pattern. 
2. Lunch time: Though there are significant differences in the consumption pattern at 
lunch time, yogurt is the most preferred dairy product among respondents of Delhi, 
Colombo and Dhaka. Dhaka respondents also have preference for cheese at lunch time. 
3. Dinner: There are significant differences in consumption among the three respondent 
groups. Delhi Respondents reported to consumer more of yogurt, cheese. Consumption 
of one or more products (combinations) and having fresh milk (full cream and low fat 
milk) is also high. Colombo respondents prefer to have yogurt at dinner while majority 
of Dhaka respondents reported to prefer having fresh milk. 
4. Snacks time: There are significant differences in consumption among the three 
respondent groups. Delhi Respondents reported to consumer more of fresh milk and 
milk powder. Consumption of one or more products (combinations) is also high. 
Colombo respondents prefer to have milk powder, fresh milk at snacks time while 
majority of Dhaka respondents reported to prefer having milk powder. Clearly the usage 
is linked to having tea and coffee and fresh milk or milk powder is the complementary 
products. 
5. Outside Home- At Office/School: There are significant differences in consumption 
among the three respondent groups. Among Delhi respondents there was no clear-cut 
preference as respondents reported to have almost all the products but still the 
preference is for milk powder, cheese and consumption of one or more products. This 
trend can be explained as most of the respondents are working and there is increasing 
trend of use of vending machines for tea and coffee in offices now and milk powder is 
used instead of fresh milk for making tea and coffee. Colombo respondents prefer to 
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have yogurt & milk powder while majority of Dhaka respondents reported to prefer 
having milk powder and cheese while outside home 
6. Special Occasion: There are significant differences in consumption among the three 
respondent groups. Among Delhi respondents there was no clear-cut preference as 
respondents reported to have one or more products (combinations). Colombo 
respondents prefer to have yogurt & one or more products while majority of Dhaka 
respondents reported to prefer having yogurt, cheese and butter at special occasions. 
6.1.6 Outlet Choice for Dairy Products 
Convenience is a major factor for Delhi respondents. Majority of the respondents 
reported that "Neighbourhood store" is their preferred outlet choice for the purchase of 
dairy products. The next most preferred outlet was "Company outlets" followed by 
"Super markets." Penetration of neighbourhood market, wide choice of assortment, 
morning milk availability and delivery only in the morning makes the neighbourhood 
outlets dominate over super markets. Most of the households in Colombo prefer to buy 
from "Super markets" followed by "Neighbourhood stores". Dhaka respondents' 
preferred outlet for purchase of dairy products is "Super markets" followed by 
neighbourhood stores. 
There are significant differences in outlet choice among the three respondent groups. 
Delhi respondents were significantly more likely to shop at neighbourhood stores and 
company outlets than to Colombo and Dhaka respondents. Similarly Colombo 
respondents were significantly more likely to shop at neighbourhood stores than to and 
Dhaka but in case of shopping at company outlet were not significantly difference to 
Dhaka respondents. Colombo respondents were significantly more likely to shop at 
supermarket stores than to Delhi. Similarly Dhaka respondents were significantly more 
likely to shop at supermarket stores than to and Delhi. 
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6.1.7 Trust on Information Sources 
A consumer may have different level of trust on various sources of information. Five 
sources of information was considered in the research namely, "trust on super markets", 
"trust on sales person", "trust on government", "trust on doctors, advertisement" and 
"trust on information from family and friends" 
a). Most and Least Trusted Sources of Information 
Doctors (personal non-marketing source) were rated as the most trusted source of 
information about dairy products across the three samples. Further analysis by ANOVA 
suggested no significant differences on the respondents' level of trust among Delhi, 
Colombo and Dhaka respondents. For Delhi respondents next trusted were family and 
friends (personal -non-marketing source) followed by supermarkets (non personal-
marketing Source) government (non personal non-marketer source) and advertisements 
(non personal-marketer source) by companies. For Colombo respondents the second 
most trusted source was information from family and friends (personal -non-marketing 
source) followed by as government (non personal non-marketer source), advertisement 
(non personal-marketer source), sales person (personal -marketing source) and then 
Supermarkets (non personal-marketing Source). 
Similarly among Dhaka respondents, Doctors (personal non-marketing source) were the 
most trusted followed by friends and family sources. The super markets (non personal -
marketing Source) are rated as the third most trusted information source followed by 
advertisement (non-personal-marketing). The government (personal -non-marketing 
source) and sales person (personal -marketing source) are the least trusted sources. 
Information from sales person (personal -marketing source) was least trusted by Delhi 
and Dhaka respondents while Super markets( Non personal -Marketing Source) was the 
least trusted source of information among respondents of Colombo. 
b) Comparative Analysis of Information Sources 
1. Supermarkets: As indicated by higher scores, Dhaka respondents are more likely to 
trust on Supermarkets than both Delhi and Colombo respondents, and that Delhi 
respondents score higher on trust on super markets than Colombo respondents. Overall 
significant differences were found between the groups on the measure of level of trust 
on super markets. 
2. Sales Person: Finding suggest that Colombo respondents are more likely to trust on 
information from sales person compared to Delhi and Dhaka and Delhi respondents are 
more likely to trust than Dhaka respondents as evident from the higher scores of 
Colombo respondents over both Delhi and Dhaka respondents. 
3. Government: Findings suggest that as far as trust on government is concerned there 
were no significant differences between the groups and the behaviour was similar even 
though Dhaka respondents score higher than both Delhi and Colombo respondents in 
terms of trust, and that Delhi respondents score higher than Colombo respondents on the 
rating scale. 
4. Doctors: Findings suggest that there was no difference in the behaviour of the three 
respondents groups. All the three are equally likely to trust doctors. 
5. Advertisements: Findings suggest Delhi and Dhaka respondent's behaviour to be 
similar in terms of trusting advertisement. Respondents of Colombo are less likely to 
trust the advertisements compare to Delhi and Dhaka. 
6. Family and Friends: Behaviour of Delhi and Dhaka and Colombo and Dhaka was 
similar in terms of trust on family and friends. However there were differences in the 
Delhi and Colombo with Delhi respondents more likely to trust family and friends than 
Colombo respondents. 
6.1.8 Health Concerns 
The respondents of Delhi were most concerned by adulteration in dairy products 
followed by concerns for bacterial contamination and concerns for pesticides. Next they 
showed concerns for hormones in the dairy products, while high fat content was of least 
concern to them. The Colombo respondents were more concern about bacterial 
contamination and adulteration. Next they are concerns of hormones in dairy products, 
followed by concerns for pesticides residues. High fat content was not of concern to 
them as well. Dhaka respondents were highly concern about high fat content followed 
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by concern about Pesticides residues. Adulteration was next concern followed by 
concern for Bacterial contamination. Hormones in dairy products were of least concern. 
1. High Fat Content: Findings suggest that Delhi and Dhaka respondents were more 
likely to be concern by high fat concern in the dairy products. There was no difference 
in the behaviour of both Dhaka and Delhi respondents and both were likely to behave in 
similar way. 
2. Pesticide Residues: There was marked differences in the behaviour of both all the 
three respondents groups. Findings suggest that Delhi respondents were more likely to 
be concern by pesticides residues than Dhaka and Colombo respondents while Dhaka 
respondents were more likely to be concern compared to Colombo respondents concern 
in the dairy products. 
3. Adulteration: Findings suggest that Delhi and Colombo respondents were more 
likely to be concern of adulteration in the dairy products than Dhaka respondents. There 
were no differences in the behaviour of both Colombo and Delhi respondents and both 
groups were likely to behave in similar way. 
4. Hormones: There was marked differences in the behaviour of both all the three 
respondents groups. Findings suggest that Delhi respondents were more likely to be 
concern by hormones residues than Dhaka and Colombo respondents while Colombo 
respondents were more likely to be concern compared to Dhaka respondents concern in 
the dairy products. 
5. Bacterial Contamination: Findings suggest that Delhi and Colombo respondents 
were more likely to be concern of bacterial contamination in the dairy products. There 
were no differences in the behaviour of both Colombo and Delhi respondents and both 
groups were likely to behave in similar way. 
6.1.9 Formal and Non-Formal Post Purchase Complain Behaviour 
The formal complain is in the form of complaining to the sales person or manager and 
complain to concern authority. While the non-formal complaint behaviour is in form of 
keeping quite and doing no future purchases and or negative word of mouth in form of 
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sharing the negative feelings with friends and family. Delhi respondents are largely 
reported to resort to formal complain behaviour as a reflection of un-satisfaction. 
Majority of Colombo respondents prefer "word or mouth" or non formal complain 
behaviour. In case of Dhaka consumers the distinction between the formal and non-
formal behaviour practice is closer and respondents are likely to show either of the 
behaviour. In terms of comparative differences in the behaviour Colombo respondents 
were significantly more likely than Delhi and Dhaka respondents, to resort to informal 
or word of mouth complain behaviour, while there is no significant difference between 
Delhi and Dhaka respondents formal or informal complain behaviour. 
6.2 DISCUSSION 
As per the widely used approach, suggested by Hoover, Green, and Seagert, (1978); 
Dawar and Parker, (1994); Steenkamp, ter Hofstede and Wedel, (1999) to operationalise 
culture by equated with "Nationality" for business studies the three cities of three 
different countries largely constitute three cultures. Nationality has been suggested as a 
partial predictor of cultural values as well and culture can only partially explain 
individual behaviour. The findings of this study corroborate the observations of the 
earlier researchers in this and indicate that culture has an influence is shaping the 
consumer behaviour for low involvement to habitual food products like dairy products. 
The differences that are being observed in terms of purchase frequency of products, the 
consumption pattern, the members need in terms of product, the information source, 
differences in choice of product attributes for product choice, differences in health 
concerns and differences in the post purchase behaviour can largely be contributed to 
the differences in the culture which has build up since years. As per Mooij,(2004) 
cultural factors be it religion, language, history influence and help shape consumers 
values, attitude, preferences and consumer decision making process and the differences 
that we find during the cross cultural comparative study can largely be contributed. 
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6.2.1 Actual Shopper in the Family for Dairy Products 
Across the three cultures the actual shopping is done by wife as well as both husband 
and wife. Husbands are less likely to shop in India compare to Colombo and Dhaka and 
this may be due to the strong power distance in the Indian society 
6.2.2 Influence of Product Attributes: Comparative Analysis 
Findings of Harris (1997), Hsu- Lu and Kao-Juisheng (2001), Bruhn et al. (1992), and 
Bhaskaran & Hardley (2002) suggest that freshness, taste and nutrition were the most 
important attributes for purchase of dairy products are partly confimied by this study. 
Freshness has been rated as the common most important attribute across the three 
samples. Taste and nutrition were the key criteria for the product selection for Delhi and 
Colombo respondents. Packaging was rated to be the last attribute. 
Unlike the previous findings of Badola (2003) that most desirable attribute for purchase 
was brand followed by low price, taste and flavour our findings confirm that brand was 
not the key attribute but price, taste and flavour and functional information were most 
desirable attributes for Delhi and Colombo respondents. 
Keller (2003), suggestion that function of brand is mainly identification for categories 
like milk, flour and salt while for certain food products (yogurt) it may be a guarantee 
of quality is also observed in the study as none of the three samples as brand has not 
been rated as the most preferred criteria for product selection. Since only the top brands 
like Nestle, New Zealand dairy, Amul are available, brand awareness alone may be 
sufficient to further refine the selection criteria as suggested by Keller (2003). 
Keller (2003), findings that if the decision is made at the point of purchase where brand, 
packaging are visible then brand recognition is important but what a consumer looks 
first is for price point and his taste and flavour. The findings of this study appears to 
confirm these observation partly as price, nutrition and taste has been considered as the 
key criteria for purchase of a product by Delhi and Dhaka respondents and brand, 
packaging has not been given that much ranking in terms of importance. 
Aakar (1991), findings that on frequently purchased low price consumer products Price 
was found to be more stronger indicator and consumer may seek lower price to avoid 
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financial risk is confirmed as Price has been rated as the most desirable attribute by 
Dhaka respondents 
The reasons why price was given the most important rating but not so in case of Delhi 
and Colombo respondents as most of products are imported in Srilanka and consumer 
knows that imported shall be expensive. In India the price of fresh milk is under h^e 
closely monitored by government. 
6.2.4 Demographics Influences 
Demographic factors such as age, gender, income level, educational level may also play 
important roles in the consumer decision process across different demographic 
population and cause deviation from general patterns of consumer decision making in a 
particular culture. Findings of Agravante, Ramin & Alunan (2001) suggested that 
quantity of dairy products purchased increased as the size of the household increases as 
well with income. Occupation is also related to education and level of income and is 
often linked to consumers' shopping orientation. The research findings suggest that 
professionals across the three samples had similar purchase behaviour for low fat milk, 
milk powder, yogurt and cheese. The differences in the purchase behaviour for milk, 
milk powder, and yogurt, and butter, cheese for government servants, private service, 
and business occupants may be explained due to differences in the occupation. 
6.2.5 Outlet Choice for Dairy Products 
Findings of Fotheringham (1988) and Meyer & Eagle (1982) that store choice are 
influenced by location are corroborated by the findings here that suggest that 
neighbourhood store is the most preferred store for purchase of dairy products for Delhi 
respondents while supermarkets are the favourite shopping destination for Dhaka and 
Colombo respondents. Convenience has been the major factors as suggested by 
Harjanto (2005) and other research literature. 
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6.2.6 Information Sources most Trusted by Respondents 
Doctors were the most trusted source of information followed by friends and family 
sources. Both are personal -non-marketer sources. For Delhi and Dhaka respondents 
personal non-marketer sources was followed by trust on non personal marketers sources 
like supermarkets and Advertisements. While for Colombo responder.ts personal-non 
marketer sources was followed by trust on Government (non personal-non marketer 
source) and then personal-non marketer sources. The findings agree with the results 
from Bruner,(1998) that for "both actual state style" and "desired state style" 
consumers, "personal non-marketer sources would be the most important information 
source followed by information from non personal marketers sources with other two 
information sources being less important". 
6.2.7 Health Concerns 
Delhi respondent's concern for adulteration is in line with available literature. Artificial 
milk and adulteration of milk by chemicals has been a greater concern for the industry 
as well as government body in India. High fat in the milk was of least concern to Delhi 
respondents. The Colombo respondents were more concern about bacterial 
contamination and adulteration and high fat content was of least concern. High fat 
content may not be taken as a health concern and in fact research indicated that high fat 
content has been used by consumer to determine the satisfaction level of consumer 
(Rama prasad, 2005). But high fat content may be linked to high health risk due to 
cholesterol in dairy products like yogurt and cheese making it of concern. Dhaka 
respondents were highly concern about high fat content followed by concern about 
pesticides residues and then adulteration and bacterial contamination. 
The answers as why respondents in Delhi consider adulteration to be of most concern 
compare to bacterial contamination by Colombo and high fat content by Dhaka 
respondents may partially be explained based on the type of product availability and the 
consumption pattern of dairy products across the samples. Fresh milk doesn't constitute 
the large segment in Dhaka and Colombo while it's the largest consumed product in 
Delhi. Fresh milk is prone more to adulteration compared to packed products by 
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multinational companies. Also in Dhaka and Colombo tetra pack and availability of 
UHT milk compare to fresh milk packed in plastic pouches in local Indian companies in 
Delhi. Since the preferred source of shopping for Dhaka and Colombo respondents was 
super markets, improper refrigeration and shelf life issue can lead to bacterial 
contamination. Observation by Sparks & Shepherd (1994) that people tend to 
underestimate relatively large risks such as heart disease and heart attacks and 
overestimate relatively small risks may have been the reason for this biasness. 
Similarly, Zandstra's (2001) observation on influence of health attitudes on 
consumption of low and high fat foods that a high level of general interest in health was 
not associated with decreased consumption of daily products may be the explanation as 
why Dhaka respondents prefer to have high fat milk but at the same time showed the 
highest concern for high fat content. 
6.2.8 Formal and Non-Fornfial Post Purchase Complain Behaviour 
The findings of Moyer (1984), Singh (1990), Warland et al. (1984), and Zaltman (1978) 
suggest that consumer who complains occupy higher socio-economic levels in society 
and their higher income, education, and social involvement give them the knowledge, 
confidence, and motivation to speak up when the feel wronged seems to hold true for 
Delhi and Dhaka respondents as Delhi and Dhaka respondents largely reported to resort 
to formal complain behaviour as a reflection of un-satisfaction. Majority of respondents 
from Colombo prefer "word or mouth" or non formal complain behaviour. The samples 
have been drawn from high socio economic group as the research was based on middle 
to upper class population. 
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CHAPTER 7: MARKETING STRATEGY IMPLICATIONS AND FUTURE 
RESEARCH DIRECTIONS 
7.1 Marketing Implications 
7.2 Future Research Directions 
CHAPTER 7 
MARKETING IMPLICATIONS AND FUTURE RESEARCH DIRECTIONS 
7.1 Marketing implications 
One of the most important concepts in developing global marketing strategies is cross-
cultural analysis (Blackwell & Hassan, 1994). Ideally, a research study in the area of 
marketing should try to achieve the following: 
1. It should broaden the knowledge base in the area of research as expected in a 
fundamental or pure research. On this basis, theories and concepts are developed 
which may provide guidelines and future research directions. 
2. A good research should be practical and of real life usage. It may help 
practitioners to come out with marketing strategies that may be useful in solving 
marketing problems. This is what is called applied research. 
The present study when initially conceived had both these aspects in mind i.e. the 
results should broaden the existing knowledge base in the area of cross-cultural research 
with reference to dairy products. Also the findings should be able to provide certain 
insights which are applied and be useful for marketing practitioners. Though the present 
research is purely academic in nature, yet it may trigger a series of further studies by 
practitioners themselves, which may be helpful in developing marketing strategies in 
their respective product categories. 
Most of the purchase decision studies have been based on consumer durables and very 
few represent the FMCG or food purchase decision making behaviour. In real life 
situation, a family's maximum household spend is on food products. Though food 
purchase may be classified as habitual behaviour; the role of brand name, income, 
location of outlet, food safety issues, involvement and needs of each family members 
are factors that need the attention of marketers. 
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The areas of marketing in which the findings of this study may be helpful are: 
1. Product design and development: The studies give an idea about the 
prevailing consumer preferences and consumption patterns in the capital cities 
of India, Bangladesh and Sri Lanka. The product attributes which influence the 
decision making process can be used as a basis for product design and 
improvement. 
2. New product launches: Companies with strong brand names may like to further 
launch new products keeping in mind that functional information, taste and 
flavours are factors that consumers consider in purchase decision tree. 
Companies with lesser brand image may like to enhance penetration in the 
market by factors such as introducing new products at lower or higher price 
points and may opt for products based on differentiation by functional 
information. 
3. Marketing strategies: Understanding consumer purchase decisions and 
consumption and frequency of purchase may help marketers to further seek 
more details into each category or subcategory and devise marketing plans for 
their products. Knowledge of trust attached to various information sources may 
be useful in identifying the right advertising channel. The key marketing 
implications of the study are presented in Table 7.1.1. 
Communication strategy by media may be planned focusing on both "husband & wife" 
as across the three cities actual purchase is done by them. Even though husbands are 
less likely to do shopping, the involvement is clearly visible. 
Low consumption of fresh milk in Colombo and Dhaka offers an interesting opportunity 
to companies willing to spend time and efforts to build a sustainable culture of milk 
drinking owing to its long term potential. Similarly, as packaging has not been rated as 
a very important factor affecting purchase behaviour, lowering the cost of packaging 
would be of help in increasing the consumption of milk products by offering affordable 
solution in case of Colombo and Dhaka. 
Interestingly, "freshness" was found to be a key attribute across the three cities. 
Nutrition and taste are important for Delhi consumers while convenience was an 
important factor for Sri Lankan consumers. Consumer from Dhaka consider taste and 
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price as key attributes after freshness. The availability of both domestic and imported 
products in Dhai<a, malces price an important factor in purchase decisions. Higher 
population density in Dhaka makes supermarkets offer locational convenience. 
Companies need to think of ways for delivering the products fresh (such as everyday 
morning delivery of fresh milk in Delhi) as also think of innovative ways of 
communicating freshness. Marketers also need to examine the influence of taste, 
flavour and pack sizes for dairy products. A variety of products suited to changing 
lifestyles e.g. probiotics and fat free yogurt, fruit yogurt may be targeted at the urban 
consumer belonging to higher income strata. 
Convenience is a major factor and differences exist in the outlet choice behaviour 
across the three cities. Consumers prefer neighbourhood stores and company outlets in 
Delhi (India) while consumers from Colombo (Sri Lanka) and Dhaka exhibited a 
distinct preference for supermarkets. In case of Delhi, penetration of neighbourhood 
markets, and morning milk availability make the neighbourhood outlets preferred 
choice for dairy products. Thus, marketing strategies aimed at increasing market 
penetration coupled with launch of new products may prove to be beneficial. But due 
care needs to be taken to understand the relationship between the retailer and customer. 
Marketers need to be careful in selecting channels of communication for effective 
results. The present work indicates that "personal non-marketer" sources serve as the 
most trusted channel of information. In fact, in this category, doctors, family and friends 
are the most trusted. Thus, word of mouth communication needs to be effectively 
employed by the companies. Interestingly, across the samples, advertisements 
originating from marketers were not particularly trusted. In case of Sri Lanka it was 
noticed that as people place more trust on the government sources, endorsement by 
government agencies needs to be encouraged. 
Labeling offers differentiation a- consumer pays more attention to functional 
information. Consumer health concerns may be addressed effectively by endorsing it on 
label. Consumer concerns on adulteration (Delhi), bacterial contamination (Colombo) 
can offer an insight to marketers vis-a-vis label claims. 
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The satisfaction or dissatisfaction from the product and/or services influence the 
consumer decision process. Unsatisfactory experiences encourage customers to switch 
to other stores and brands. The feed back regarding services and quality of products in 
terms of complaint behaviour was different across the three cities. Contrary to 
expectations, urban high income group consumers from Delhi are highly likely to 
follow formal complaint behaviour. Hence, companies should expect verbal form of 
complaint behaviour from Delhites and negative word of mouth communication from 
Colombo consumers. 
For Indian companies launching its products in Srilanka or Bangladesh, it's important 
to understand the differences in the consumption pattern, occasion, influence of various 
product attributes, outlet choice, sources of information and post purchase complain 
behaviour. Some of the marketing implications are briefly discussed below. Fresh milk, 
milk powder and yogurt offer opportunities for overseas expansion. Milk powders 
offers export potential for companies unwilling to establish direct presence in the 
overseas market. Freshness, taste and price are the product attributes that need be 
considered while launching new or adjusting current products in Dhaka while freshness, 
nutrition and convenience are the major attributes for any products that may go into 
Colombo. This is especially important for products like butter and fresh milk to have a 
standardized taste suited to consumers. Focus on supermarkets in Srilanka; 
supermarkets and neighbourhood stores in Dhaka will increase product visibility and 
market share. Unlike Indian markets, companies may not experience formal feedback or 
complain. Hence, very important to use various means to built up positive world of 
mouth communication for Indian products. Effective marketing communications 
strategies like using personal-no marketing sources (doctors, government) may be used 
7.2 Future Research Directions 
As the geographical extent of this study was limited to capital cities of India, Srilanka 
and Bangladesh, in-depth study of other parts of the each country would broaden our 
understanding of the purchase behaviour. 
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Habitual buying behaviour assumes a lot of brand loyalties which may not be exhibited, 
when consumer faces choice of similar standard products, convenience and choice of 
pack sizes. Longitudinal research work may be undertaken in this area. 
Most of the studies, including the present one are urban centric and focused on higher to 
middle income group. The idea of focusing on this group was that this group will not 
have economical constrains to fulfill their requirements of dairy products and the 
sample across the three cities will be similar in terms of habits. However, Income 
fluctuates widely in our part of world from year to year especially for business families. 
More studies may be taken to extend the income group and to include rural households 
in the city. 
The sub-cultural factor of religion and its related dimension of religious orientation, 
also has been found to be associated with family decision making (Guber, 1991).The 
three cities considered for research have three main dominant religions namely Delhi-
Hinduism, Colombo-Buddhism, Dhaka-Islam. Research can be further extended to 
understand the influence of religion on buying behaviour. 
Given the heterogeneous nature of culture in India, as well as different levels of 
economics development, additional replicative and extension efforts shall be necessary 
to have better picture of buying behaviour for food. 
Most of the reported research has been US or European centric. Although many aspects 
may be generalized to other countries, it is questionable whether the purchase decision 
models used by these studies will be applicable to Indian sub region. Cross -cultural 
studies in habitual food purchase have not been actively pursued, although such studies 
are required for the determination of general principles. 
Influence of shopping environment in supermarkets as well as the product displays and 
pack sizes do influence the purchase behaviour. More studies can be undertaken in this 
area. 
Empirical research on food products is limited in India, Srilanka and Bangladesh. With 
opening of economic borders and Indian companies trying to set foot into overseas 
markets, the importance of cultural influences can't be ignored. More in depth studies 
may be undertaken. Each product may be treated as a category and more research be 
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further undertaken to get consumer insights and understand consumer decision making 
process. 
Food safety is another area of research in relation to food purchase behaviour. Role of 
channel members may be further studied in relation to each product to estabHsh the 
level of trust and the issues related to food safety. Government agencies role on food 
safety and its influence on attribute like brand choice, quality perception may be studied 
further. For example in case of fresh milk the food safety norms are strictly controlled 
by government and hence all the products or brands will have similar product quality. 
Research can be further undertaken to know the willing ness to pay more for additional 
functional features in products and better quality. 
Similarly some of the products may have variety seeking behaviour like yogurt and 
cheese. Variety seeking behaviour for such low involvement food products may be 
researched. Taste and flavour influences may be studied at further depth. Products like 
cheese and yogurt are available in variety of flavours and taste. Similarly, more and 
more products are being introduced in markets based on sensory characteristics. Studies 
may be further undertaken to understand the differences in the taste and flavour factors 
across culture. Studies on perception of country of origin may be undertaken as to 
research about consumer's perception of similar products produced at different 
production regions. For example products exported from India to Srilanka and 
Bangladesh could be a part of study to know the perception of quality, value and 
consumer acceptance. Similarly imported products perception can be compared with 
that of locally produced products. 
In this study, nationality is considered as an independent variable and surrogate measure 
of culture. Further in-depth studies can be taken in considering cultural values or 
Hofstede dimensions in relation to food products purchase behaviour. 
Further studies can be undertaken on post purchase complain behaviour to understand 
the factors responsible for consumer complain in relation to food products. Customer 
loyalty and trust behaviour may be studied further in relation to buying of food 
products. 
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Food choice behaviour has been another subject which is closely related to purchase 
decision making process for food. It has long been recognized that food availability and 
cultural factors are dominant in food selection. Cultural influences lead to differences in 
the habitual consumption of certain foods and in traditions of preparation, and in certain 
cases can lead to restrictions such as exclusion of meat and milk from the diet (Lau, 
Krondl & Coleman, 1984). Future study can assess the relative importance of various 
motivating factors on food choice based on Steptoe, Pollard, & Wardle, (1995). In terms 
of food choice, various motivating factors such as taste, sensory appeal, habit, weight 
control, ethical concern (including ecological welfare, political values and religion), 
price, convenience have been shown to influence food selection and further cross 
cultural studies may be undertaken. 
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Questionnaire 
Dear Madam/Sir, 
The present study is part of doctoral work that I am pursuing at the Department of Business 
Administration and Research, Faculty of Management, Aligarh Muslim University, Aligarh, India. 
We invite you to provide your valuable feedback to understand the factors affecting selection of 
dairy products by your family. 
We assure you that the data would only be used for academic purposes and at no stage will you 
be asked to reveal your identity. Thanks! 
SUNIL KUMAR SHARMA 
Q.1) Who is the actual shopper for food products (including Milk or Dairy products) in your family? 
{Please tick any one) 
1. Husband {} 3. Both, Husband J 
2. Wife {} 4. Husband, Wife i 
Buvina Behaviour 
Q.2) How often do you Purchase or use 
Seldom/Never 
1. Low Fat Milk {} 
2. Whole/Full Cream Milk (} 
3. Milk Powder {) 
4. Packaged Plain Curd/ {) 
Fruit yogurt/yogurt drink 
5. Processed Cheese/ {} 
Morezzalla Cheddar etc 
(Spread/slices/cubes) 
6, Butter {) 
S^wife 
ind Children 
{} 
{) 
5. 
the followinq branded Milk 
Daily 
{} 
{} 
{) 
{} 
{} 
{} 
Weeldy 
{) 
{] 
{) 
{} 
{] 
{) 
Others {Please specify) 
or Dairy products ? 
Fortnightly 
{) 
{} 
{} 
{} 
{} 
{} 
Monthly 
{] 
{} 
{} 
{} 
{} 
{) 
Q.3) What factors are important for you in purchasing branded Milk or Dairy products? Please rate the 
following factors In order of importance on the 5 point scale provided below; 
[Please rate on a scale of 1 to 5, where, 1 = Least Important & 5 = Most 
2 3 
2 3 
1 2 3 
2 3 
2 3 
2 -- 3 
2 3 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
Taste 
Nutrition &Health 
Price 
Convenience 
Prefer Home made 
Freshness/Naturalness 
Packaging/appearance 
Important] 
4 
..—4 
5 
5 
5 
5 
5 
5 
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Consumption Pattern 
Q.4) Who consumes (eats or drink or use) the following branded Milk or Dairy products at your home? 
{Please Tick) 
None Every one 
in family 
1. Low Fat Milk {) 
2. Whole/Full Cream Milk {) 
3. Milk Powder {} 
4. Packaged Plain Curd/ {) 
Fruit yogurt/yogurt drink 
5. Processed Cheese/ {} 
Morezzalla Cheddar etc 
(Spread/slices/cubes) 
6. Butter {} 
{) 
{} 
{) 
Children 
(3-12 yrs) 
{) 
{) 
{] 
{} 
Teenagers 
(13-19 yrs) 
{) 
{} 
{} 
{} 
Adults 
(>19yrs) 
{} 
{} 
{} 
{] 
Q.5) On what occasion do you consume (eat /drink/use) the following branded Milk or Dairy products? 
(Can tick one or more options) 
Branded Products -> 
Time and Occasion I 
1. 
2. 
3. 
4. 
5. 
6. 
Breakfast 
Lunch 
Dinner 
At Snacks/ 
tea-coffee time 
Low Fat 
Fat Free Milk 
{} 
{) 
{> 
{} 
In School/Office/ {} 
Outside home 
(Or other public location) 
On special 
occasions 
(e.g. festivals) 
{} 
Whole MIIH 
/Full Cnam Milk 
{} 
{) 
{) 
{) 
{} 
{) 
Milk Powder 
{) 
{) 
{) 
0 
{) 
{} 
Packaged Curd 
/Yogurt etc 
{} 
{) 
{} 
{} 
{} 
{} 
Processed 
Cheese etc 
{} 
{} 
{} 
{) 
{} 
{} 
Burter 
{) 
{) 
{} 
{) 
{} 
{} 
Outlet choice 
Q.6) Where do you buy branded Milk or Dairy products? {Can tick one or more) 
Outlets-* 
Branded Products i 
1. 
2, 
3. 
4. 
5. 
6. 
Neighbourhood/ Supermarket Company 
Grocery store outlets/booth 
Low Fat or Fat Free Milk {} 
Whole Milk/Full Cream Milk {} 
Milk Powder {} 
Packaged Curd/ yogurt {} 
Processed Cheese {} 
Butter {} 
Others 
{} 
{} 
{} 
{} 
{} 
{} 
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Health Concerns 
Q.7) Please indicate with a number, you're major Health Concerns when you purchase branded Milk or 
Dairy products? 
1 
Not at all concerned 
2 
A little bit concerned 
3 
Generally 
Concerned 
4 
Much 
Concerned 
5 
Highly 
Concerned 
Concerns T 
1. Health concerns due to high Fat content 1 2--
(e.g. cholesterol, Obesity etc 
2. Presence of Pesticides/Toxin /Drug residues 1 2— 
(e.g. Aflatoxins, Antibiotics etc) 
3. Adulteration/Synthetic milk 1 2— 
(e.g ctiemicals -Formalin, soda etc) 
4. Presence of Hormones 1 2--
(e.g. oxytocin etc) 
5. Harmful Bacteria 1 2 -
(e.g. Tuberculosis, Salmonella etc) 
6. Others if any (pi. specify) 1 2 -
3-. 
- 3 -
- 3 -
- 3 -
. ^ . . 
_^.. 
..^., 
-5 
-5 
-5 
-5 
-5 
Selection Criteria for choosing Milk or Dairy products 
Q.8) When you see a new branded product on the shelf. Please rank the FIRST SIX most important criteria 
that you look for before choosing the new branded Milk or Dairy products? 
1= being the most important, 2 =being the second most important, 3=thlrd most Important, 
4=fourth most important, 5-fifth most important, 6=Sixth most important. 
1. 
2. 
3. 
4. 
5. 
6. 
Product Attributes 
Package Design, Size, Material used 
Price 
Functional information (Health /Nutritional )information on labei(e.g. Fat%, Calcium, 
added vitamins information on label etc) 
Brand name ( e.g Amul, Mother Dairy, DMS, Paras, etc) 
Taste and Flavour 
Country/Place of origin (Imported or Locally produced) 
Rank 
Q.9) If you are not satisfied with the quality or the service of the branded Milk or dairy product you have 
purchased, please rank in order of importance among the following actions you are most likely to take 
1. Complain to the direct sales person/company ( } 
2. Keep quite and will not purchase the same product next time { } 
3. Tell Your friends your negative experience with the product { } 
4. Complain to the local government/health authorities directly { } 
Trust on information sources 
Q.10) Suppose that each of the following has provided information about potential benefits associated with 
eating dairy products. Please rate to what extend you will trust that information? 
Please rate on a scale of 1 to 5, where, 
[1 = Least trustworthy 2=Somewhat trustworthy 3=Neutrai 4=Moderately trustworthy 5 = Most 
trust worthy ] 
1 2 3 -4 5 1. Supermarket/store 
2. Sales Person 
3. Government 
4. Doctors 
5. Advertisement on TV 
6. Advice of Friends/Family 
-3-
-3-
-3-
-3-
.-3-
.4 . . 
...4-
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DemoQraphic Profile 
Q.11 a) Please indicate the Age and Sex of your family/ household members (Only count the ones 
who actually live at home) 
Member 
Yourself 
Member 2 
Member 3 
Member 4 
Member 5 
Member 6 
Member 7 
Age (Approx in years) Gender (M/F) 
b) Your Occupation 
c) Highest Educational Qualification in family/household 
d) Please mention Area (Locality) of Residence: 
e) Annual Income of family/ household (Please tick) 
S.No 
1 
2 
3 
4 
Annual Incomei Rs) 
1.5 lakhs to 3.0 lal<hs 
3.0 lakhs to 4.5 lakhs 
4.5 lakhs to 6.0 lakhs 
6.0 lakhs & above 
Please Tick 
239 
